tJOURNAL  Of  TH£  CANNING 


AND  ALLIED  INDUSTRIES 


VOLUME  SIXTY-TWO  NUMBER  SEVENTEE^ 


NOVEMBER  27,  1939 


SAID  14,974 

PROFESSIOHAL  PEOPLE! 


FROM  THE  COMMISSIONER  OF  HEALTH 
IN  A  LARGE  CITY  ;  oil  IlilM'  liatlllTl'll  t<>- 

■iclIiiT  ill  this  uttractiM'  miIumu*  a  ^raltli  of  iii- 
fornialioii  on  raniiril  foods,  wliirli  ^\ill  lii‘(d'n'al 
\alii<‘  to  I'M'iyoiH'  inlcrcsli'd  in  this  siiliji'ct.’* 


•  I’lu*  "CaiHUMl  Food  |{t*f»*ronfe  Manual” 
Tvas  ready  in  Jime.  To  date  I  1.071  profes¬ 
sional  jteople  have  requested  eopii's  of  this 
hook,  nliieh  is  <iii  educdlional  force  for  your 
products.  j\ol  only  is  it  pleasing  to  present  to 
yon  a  report  of  the  number  tvIio  requested 
the  hook,  hnt  it  is  still  more  gratifying  to 
quote  a  few  of  the  eomments: 


FROM  AN  EXECUTIVE  OF  A  LARGE  FROM  THE  SCHOOL  OF  MEOICINE  OF 
GROCERY  CHAIN:  The  information  th.,..  A  LARGE  UNIVERSITY:  it  appears  to  he 


in  >\ill  gri^atK  help  me  in  promoting  the  sale  of 
eanned  foods  in  m\  or<iani;^ation." 


\\  Me  in  scope,  eoneise  in  presentation,  iiiterest- 
im;  and  aeenrate  in  information.'’ 


AMERICAN  CAN  COMPANY 

230  Park  Avenue,  New  York,  N.  Y. 
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Aifofii  TOMATO 

JUICE  FILLER 

Used  by  leading  Manufacturers 
for  filling  Tomato  Juice,  also 

Tomato  Pulp  and  Puree,  Clear  Soups  etc. 

Fruits,  String  Beans,  Beets,  etc. 


Hcis  no  air  vent  stems  to  damage  fruit.  Designed  for  high 
speed.  Belt  drive  or  direct  connected.  Fills  absolutely 
accurate.  No  Can  No  Fill.  Rapid  Valve.  Built  in  three 
sizes:  Eight  Valve,  Twelve  Valve  and  Sixteen  Valve. 

Prices  on  request. 


AVARS  MAOHINE  OO.,  Salem,  New  Jersey 


mer 


The  Feeder  That  Saves  Peas 

Improves  Quality — Decreases  Breakage 
Increases  the  Capacity  of  the  Viner 

Dbhii>ido\, ,  t 


#  Can  be  installed 
on  any  viner.  Every¬ 
thing  needed  for  a 
complete  installa¬ 
tion  is  furnished. 


IJAMACHEK  V  iner  Feeders  with  Distri- 
■  *  butors  are  the  only  feeders  equipped 
with  a  distributor  that  separates  the  larse 
forksful  of  vines,  thus  feeding  the  viner 
more  uniformly.  Steady,  even  feeding  is 
essential  for  best  results  from  any  viner. 

This  steady,  even  feeding  is  very  important 
and  consequently  over  Three  Thousand 
Hamachek  Ideal  Viner  Feeders  with  Dis-- 
tributors  have  been  manufactured  and  sold. 


FRANK  HAMACHEK  MACHINE  CO. 

Manufmtiners  af  Viners,  V'iner  Feeders,  Erisilage  Dtstrtbutors  and  Cluiin  Adjusters 

KEWAUNEE,  WISCONSIN 
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ApUtutudla 

INSURANCE 

Qo4/e/Ui<^ 

provides  instant  protection  for 

INCREASING 


FLUCTUATING 

VALUES 

at  no  additional  cost 

LANSING  B.  WARNER,  Incorporated 

540  N.  Michigan  Ave.,  CHICAGO 
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The  Food  Machinery  insignia  on  can¬ 
ning  equipment  is  like  “Sterling’* 
stamped  on  silver,  denoting  unques¬ 
tioned,  superlative  quality. 

Among  the  great  Sprague- 
Sells  family  of  outstanding 
canners’  machines  is  the 


UNIVERSAL 
CORN  CUTTER 


the  only  machine  that  successfully  cuts 
com  for  both  whole-grain  and  cream- 
style  packing. 

Besides  stepping  up  the  quality  of  the 
pack,  this  machine  invariably  gives  a 
greater  yield — often  as  high  as  15%. 
Many  canners  claim  that  the  Univer¬ 
sal  has  more  than  paid  for  itself  in 
a  single  season. 

For  the  complete  story  of  this  sensa¬ 
tional  money-maker 


MAIL  COUPON  TODAY 

Modern  Canning  Equipment  for  All  Food  Products 


ffiDiiRiimil 


Sprague-Sells  Division  / 

HOOPESTON,  ILLINOIS 


FOOD  MACHINERY  CORPORATION 

(Sprague-Sells  Division)  HOOPESTON,  ILL. 

Please  send 

Q  Full  details  of  the  Universal  Corn  Cutter. 

Q  Your  complete  General  Catalog. 


■  ^aai 
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Ifflien  you  have  o 

Goiming  Problem 


ments  from  mcxiern  plants  conveniently  located 
from  Coast  to  Coast. 

Looking  after  your  interests  is  a  group  of  men 
long  experienced  in  the  Industry,  well  prepared  to 
give  you  sound,  practical  advice  and  assistance. 

When  you  have  a  problem — write,  phone  or  wire 
Continental.  We’ll  come  to  your  aid  immediately. 


■  Whatever  your  problem.  Continental,  with  its 
tremendous  resources,  offers  every  facility  for 
greater  service  .  .  .  cans  of  highest  quality,  plain 
or  enamel-lined,  the  result  of  34  years  of  long  and 
intensive  development  and  research — aid  in  all 
canning  problems  thru  progressive  research — 
many  different  styles,  sizes  and  speeds  of  efficient 
closing  machines — and  unusually  prompt  ship¬ 


NEW  YORK  .  CHICAGO 


SAN  FRANCISCO 


MONTREAL  •  TORONTO  •  HAVANA 


November  27,  1939 


5 


Tijr  ^AkJKJIkl^  TDAnF  the  weekly  business  journal 

I  nt  I  l\/\Lyt  OF  THE  CANNED  FOODS  INDUSTRY 

Published  Every  Monday  Since  1 878  •  ARTHUR  I.  JUDGE.  Et/ifor  •  VOLUME  62.  NUMBER  17 


EDITORIALS 


The  industry  aroused— Make  no  mistake, 
the  industry  is  off  on  a  great  drive  to  become  sales- 
managers — ^to  put  real  merchandising  efforts 
behind  the  disposal  of  their  products.  Every  canners’ 
convention  so  far  held  has  given  unmistakable  evidence 
of  this  determination,  and  the  spirit  will  grow  and 
spread.  Their  motto  now  is  to  give  25  per  cent  of  their 
time  to  production,  and  75  per  cent  of  it  to  selling. 
Whoever  before  heard  a  pronouncement  of  that  kind 
from  the  floor  of  a  canners’  convention,  or  whoever 
before  witnessed  a  delegate  cry  down  a  speaker,  saying 
“we  did  not  come  here  to  learn  about  Social  Security, 
we  want  to  learn  more  about  how  to  market  our  goods 
to  better  advantage?”  They  have  suddenly  become 
enthusiastic  students  of  Better  Merchandising,  want 
more  of  it  and  will  not  be  denied.  Watch  it  grow,  and 
with  its  growth  watch  the  entire  complexion  of  the  can¬ 
ned  foods  industry  change,  and  for  the  better.  Pro¬ 
fessor  Neil  Carothers,  Chairman  of  the  N.  C.  A. 
Economic  Research  Committee,  ought  to  be  well 
pleased  with  this  change,  this  coming  over  to  him  in 
droves.  Certainly  it  greatly  pleases  us  after  the  years 
that  we  have  pleaded,  and  urged  and  begged  for  this 
very  thing,  as  the  greatest  thing  that  the  canned  foods 
industry  could  do. 

Take  one  admonition  which  came  from  a  convention 
floor  and  from  a  canner :  “We  must  become  real  sales- 
managers,  and  then  we  must  see  to  it  that  our  brokers 
are  real  salesmen  for  us,  who  pay  them.”  Didja  ever 
hear  anything  like  that  before  from  a  canner?  Yet 
it  must  be  the  very  basis  for  any  success  that  any 
canner  might  reasonably  expect;  it  is  what  is  key¬ 
stone  in  every  other  business  in  the  land,  in  all  the 
other  businesses  of  our  industry,  except  the  selling  of 
the  canned  foods,  and  now  it  is  to  be  installed  there. 
“A  canner  has  to  make  his  money  from  the  selling  of 
his  products” — that  is  a  bromide,  so  self-evident,  such 
an  indisputable  truth  that  its  mention  should  be  accom¬ 
panied  by  an  apology.  All  the  business  of  the  whole 
canned  foods  industry  depends  upon  that  selling,  not 
just  the  individual  success  of  the  canner,  but  of  the 
machinery  and  of  the  supply  men,  of  the  growers  and 
of  everyone  dependent  upon  this  industry.  Yet  that  is 
the  one  thing  which  practically  every  canner  has  been 
leaving  to  someone  else  to  do.  Now  the  change  is 
coming. 

In  the  above  we  have  not  mentioned  the  broker,  but 
he  deserves  full  mention  and  great  credit,  for  if  it  had 
not  been  for  the  brokers,  what  would  have  happened 
to  the  canners  who  do  nothing  to  sell  and  distribute 
their  productions  ?  If  there  have  come  soft  spots,  not  to 
say  rotten  spots,  in  the  distribution  of  canned  foods — 


and  there  are  many  of  them — ^the  fault  lies  entirely 
with  the  canners.  In  the  first  place,  speaking  as  a  rule, 
they  have  never  paid  the  brokers  a  decent  commission ; 
instead  of  2  per  cent  to  5  per  cent,  it  ought  to  range 
from  5  per  cent  to  10  per  cent  as  in  other  industries. 
Secondly,  they  have  permitted  all  sorts  of  men  to  set 
themselves  up  as  brokers,  and  whose  sole  object  was  to 
make  enough  money  to  live  upon,  and  so  were  con¬ 
cerned  only  with  selling  some  goods,  at  any  price,  so 
that  commissions  would  be  earned.  Too  many  of  these 
men  became  free-lance  brokers,  circularizing  the 
buyers  with  tempting  low  prices,  and  then  when  they 
got  an  offer,  they  would  bulldoze  some  benighted  can¬ 
ner  to  accept  it — and  apparently  never  with  very  much 
trouble.  If  the  “easy-mark”  canner  had  been  the  only 
sucker  it  would  be  waste  time  to  cry  over  him;  but 
these  publicizing  brokers,  to  feather  their  own  nests, 
broadcast  these  lower  priced  sales  as  the  market,  and 
they  made  the  market  all  too  often.  Imagine  any  sane 
business  man,  who  because  he  is  such  would  be  etern¬ 
ally  busy  trying  to  build  up  and  increase  good-will  for 
his  products,  imagine,  we  say,  such  a  man  accepting 
business  or  offers  to  buy  from  all  points  of  the  compass, 
from  men  utterly  unknown  to  him ;  placing  his  goods  in 
these  strange  hands  to  sell !  If  you  use  brokers,  then  as 
a  canner  you  should  particularly  appoint  men  who  will 
give  specialized  attention  to  your  line  and  not  be  loaded 
down  with  innnmerable  competing  account ;  and 
then  you  should  keep  such  men  intimately  posted,  work 
with  them,  back  them  up,  and  sell  through  no  others, 
and  as  we  have  intimated,  pay  them  a  living  wage  for 
their  services.  Your  broker  is  then  your  salesman  and 
you  will  very  properly  expect  him  to  get  prices  above 
the  always-low.  If  he  were  a  salesman  traveling  out  of 
your  office,  and  his  orders  all  showed  the  low  of  the 
market,  you  would  soon  “fire”  him;  because  in  such 
case  he  is  not  a  salesman  at  all,  but  a  mere  order  taker, 
and  as  such  he  is  a  liability  not  an  asset,  and  so  not 
worth  his  salt. 

In  all  the  years  we  have  preached  this  better  mer¬ 
chandising,  we  possibly  have  not  disclosed  the  idea  in 
the  back  of  our  mind.  We  have  always  felt  that  if 
we  could  get  the  canners  to  approach  the  buyers’  desks 
(whether  by  themselves  or  accompanied  by  their 
brokers),  and  be  forced  to  sell  their  own  goods,  to 
boost  their  quality  against  the  field  as  a  reason  for  the 
higher  prices  asked,  we  would  bring  those  canners  back 
to  their  own  desks  better  business  men,  with  deter¬ 
minations  to  step  up  their  style  of  packing  until  there 
could  be  no  question  of  its  attractiveness  as  soon  as  the 
can  is  opened;  and  not  alone  that,  but  that  the  buyer 
is  made  to  feel  that  he  can  rely  upon  this  pack  to  run 
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uniform  throughout  the  season.  There  are  a  lot  of 
canners  who  really  think  their  pack  is  fine,  when  in 
fact  it  is  not,  and,  as  they  well  know  does  not  run  uni¬ 
formly  to  grade.  One  visit  to  the  buyers  would  give 
that  lesson  which  the  canner  would  never  forget. 

In  addition  to  that  the  canner  would  have  the  oppor¬ 
tunity  to  explain  his  set  up ;  the  nature  of  the  country 
near  which  his  plant  is  located,  and  why  he  can  depend 
upon  the  quality  the  buyer  wants.  The  canner  would 
aim  to  become  a  main  supply  source  for  that  distribu¬ 
tor,  and  let  us  assure  every  canner  reading  this  that 
every  worth-while  distributor  is  anxious  and  eager  to 
make  such  contacts  because  then  he  can  depend  on  the 
kind  of  goods  he  wants,  and  with  an  end  of  worry  in 
that  direction.  The  chiseling  price-cutters  are  not  in 
that  class,  but  no  decent  canner  ever  wants  their 
business. 

A  meeting  of  the  buyer  and  the  canner  over  the 
buying  and  the  selling  of  canned  foods  cannot  but  make 
for  the  betterment  of  the  whole  industry.  There  is  an 
old  adage:  “If  you  want  a  thing  done,  go;  if  uncon¬ 
cerned,  send.”  From  now  on  more  and  more  canners 
intend  to  go.  That  is  the  beginning  of  wisdom. 

(NOTICE — The  National  Food  Brokers  Association, 
through  its  leading  officers,  has  appeared  before  the 
various  Conventions,  with  long  and  interesting 
addresses.  In  the  course  of  these  addresses — naturally 
they  are  very  similar — Trade  Journals,  again,  come  in 
for  indiscriminate  attack.  An  editorial  is  quoted  in 
part,  and  we  are  told  that  one  audience  at  least  seemed 
to  believe  that  it  was  from  our  pages.  It  was  not,  as 
the  speakers  will  cheerfully  testify,  we  are  sure.  This 
will  illustrate  the  unfairness  of  such  indefinite  criti¬ 
cisms;  they  should  name  the  Journal  or  Journals,  and 
if  this  paper  is  in  line  of  attack,  we  will  not  object  to 
that  plain  statement.  But  we  do  object  to  deflected 
criticism). 

CALENDAR  OF  EVENTS 

DECEMBER  7,  1939 — Minnesota  Canners  Association  Annual 
Convention,  St.  Paul  Hotel,  St.  Paul,  Minnesota. 

DECEMBER  7-8,  1939 — Tri-State  Packers  Association,  Anual 
Meeting,  Ambassador  Hotel,.  Atlantic  City,  New  Jersey. 
DECEMBER  7-8,  1939 — Northwest  Frozen  Foods  Association, 
annual  convention.  New  Washington  Hotel,  Seattle,  Wash. 
DECEMBER  12,  1939 — Maine  Canners  Association,  Annual 
Meeting,  Eastland  Hotel,  Portland,  Maine. 

DECEMBER  12-13,  1939 — Ohio  Canners  Association,  annual 
convention,  Gibson  Hotel,  Cincinnati,  Ohio. 

DECEMBER  12-13,  1939 — Michigan  Canners’  Association, 

Annual  Meeting,  Pantlind  Hotel,  Grand  Rapids,  Michigan. 
DECEMBER  14-15,  1939 — Association  of  New  York  State 
Canners,  annual  convention,  Statler  Hotel,  Buffalo,  New  York. 
DECEMBER  19-20,  1939 — Maryland  Canning  Crops  Conference, 
Horticultural  Building,  University  of  Maryland,  College  Park, 
Maryland. 

JANUARY  3-5,  1940 — Northwest  Canners  Association,  annual 
meeting,  Washington  Hotel,  Seattle,  Washington. 

JANUARY  20-27,  1940 — National  Canners  Association,  annual 
convention,  Stevens  Hotel,  Chicago,  Illinois. 

JANUARY  20-27,  1940 — Canning  Machinery  &  Supplies  Exhibi¬ 
tion,  Stevens  Hotel,  Chicago,  Illinois. 

JANUARY  20-27,  1940 — National  Food  Brokers  Association, 
annual  convention.  Palmer  House,  Chicago,  Illinois. 
FEBRUARY  12-13,  1940 — Tennessee-Kentucky  Canners  Asso¬ 
ciation,  Annual  Meeting,  Andrew  Johnson  Hotel,  Knoxville, 
Tennessee. 


PROGRAM  TRI-STATE  PACKERS  ASSOCIATION 
CONVENTION 

Hotel  Ambassador,  Atlantic  City,  N.  J. 

THURSDAY,  DECEMBER  7,  1939 

10:00  A.  M. — Registration — Corridor  of  Venetian 
Room. 

10:30  A.  M. — Exhibit  of  Canned  Foods.  Also  44  sizes 
of  cans  recommended  to  the  Industry  by 
the  Bureau  of  Standards,  Washington, 
D.  C.,  and  the  National  Canners  Asso¬ 
ciation.  Canned  samples  of  new  varie¬ 
ties  of  vegetables  in  the  test  plots  of  the 
University  of  Maryland. 

12 :30  P.  M. — Luncheon — Renaissance  Room. 

1 :30  P.  M. — Address — President  Harry  H.  Nuttle. 

1 :45  P.  M. — Address — Economics  and  the  Canning 
Industry — Dr.  Neil  Carothers,  Dean, 
Lehigh  University. 

2:15  P.  M. — Address — Walter  L.  Graefe,  President 
National  Canners  Association. 

2:45  P.  M. — The  Federal  Specifications  Executive 
Committee  and  its  relation  to  the  can¬ 
ning  industry.  Lieut.-Col.  Carl  A. 
Hardigg,  Charman  of  the  Provisions 
Committee.  Discussion  led  by  Mr.  0.  0. 
Martino. 

3:15  P.  M. — Address — Hon.  W.  H.  Allen,  Secretary 
of  Agriculture  of  the  State  of  New 
Jersey. 

3:45  P.  M. — Appointment  of  Convention  Committees. 

4:00  P.  M. — Closed  Meeting  of  Pea  Canners — L.  S. 

Beale,  Canned  Pea  Marketing  Coopera¬ 
tive — Surf  Room. 

7 :00  P.  M. — Banquet — Entertainment — Courtesy  of 
the  Members  of  the  Allied  Industries. 
Arranged  by  the  Get-together  Com¬ 
mittee. 

FRIDAY,  DECEMBER  8,  1939 

10:00  A.  M. — Food  Exhibit  in  the  Foyer  of  the  Vene¬ 
tian  Room. 

10 :30  A.  M. — How  to  Merchandise  More  Canned 
Foods — C.  F.  Sturdy,  American  Can 
Company. 

11 :00  A.  M. — The  Marketing  Muddle — Paul  Fishback, 
Secretary,  National  Food  Brokers  Asso¬ 
ciation. 

11 :30  A.  M. — Effects  of  Calcium  in  Canned  Tomatoes 
— Maurice  E.  Siegel,  Strasburger  & 
Siegel. 

12:00  Noon — Reports  of  Committess  —  Election  of 
Officers  —  Meeting  of  New  Board  of 
Directors. 

12:30  P.  M. — Luncheon  Meeting  Corn  Canners — Room 
125.  Speaker — Wilbur  G.  Carlson,  Corn 
Canners  Service  Bureau. 
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Pennsylvania's  25th  Birthday 

Merchandising  Main  Theme  of  Convention.  M.  E.  Knouse 
Chosen  to  Lead  Pennsylvania  Canners  in  1940 


TWENTY-FIVE  years  ago,  March  18,  1914,  nine  Pennsyl¬ 
vania  canners,  two  officers  of  the  National  Canners 
Association,  two  can  men  and  one  newspaperman,  gathered  in 
the  parlors  of  the  Commonwealth  Hotel,  Harrisburg,  Penna.,  to 
form  what  is  now  known  as  the  Pennsylvania  Canners  Asso¬ 
ciation. 

The  meeting,  on  the  occasion  of  the  25th  Anniversary  of  this 
Association,  November  16th  and  17th,  presented  a  sharp  contrast. 
By  Friday  afternoon  there  were  173  registered  members  and 
guests.  An  estimated  265  attended  the  banquet  Friday  night. 
To  point  out  the  progress  made  in  the  past  twenty-five  years  by 
these  canners  would  fill  many,  many  pages  and  is  not  the  pur¬ 
pose  of  this  report.  We  do,  however,  wish  to  heartily  congratu¬ 
late  this  body  of  canners,  who,  through  their  associated  efforts 
in  producing  quality  canned  foods,  and  their  more  recent 
attempts  to  promote  orderly  marketing,  have  done  so  much  to 
further  the  cause  of  the  canning  industry. 

President  Robert  D.  Schenkel  opened  the  meeting  by  recount¬ 
ing  the  progress  made  by  the  industry  during  the  past  year, 
with  respect  to  marketing.  He  gave  credit  to  the  Pea  Coopera¬ 
tive  and  to  the  Corn  Canners  Service  Bureau  for  the  splendid 
results  obtained  and  urged  each  member  to  support  them  and 
any  other  movement  pi’omulgated  for  the  betterment  of  the 
industry.  About  1940  plans,  Mr.  Schenkel  had  this  to  say: 

“Looking  ahead  for  a  moment,  do  not  be  overly  enthusiastic  or 
prone  to  going  haphazard  into  production  plans  for  the  1940 
season  simply  because  1939  was  a  better  season  than  you  have 
had  for  the  past  several  years.  There  are  many  changes  ahead; 
undoubtedly  costs  will  mount,  especially  on  labor,  due  to  the 
Wage  and  Hour  provisions  of  our  Federal  Law.  Raw  Material 
will  advance,  especially  should  the  price  for  wheat  and  corn 
stay  at  its  present  level  or  go  higher.  Figure  out  what  sales 
have  been  made  and  what  you  can  confidently  sell  during  the 
coming  year  at  a  profit,  then  fit  your  acreage  plans  into  that 
picture  for  it  is  better  to  make  a  profit  on  5,000  cases  than  a  loss 
on  50,000  cases.  Canners  are  getting  more  and  more  in  the 
saddle  and  that  is  as  it  should  be — make  a  price  with  a  fair 
margin  of  profit  for  you  and  stick  to  it.  If  we  all  would  do  that 
and  decide  not  to  sell  below  our  cost  figure,  the  market  would 
be  bound  to  reflect  to  that  figure.  There  cannot  be  a  stalemate. 
Canned  Foods  must  be  bought  and  while  some  shopping  is  done 
by  buyers  as  soon  as  they  find  a  firmness  in  any  market  they 
immediately  take  a  great  deal  of  confidence  from  such  conditions 
and  it  is  then  you  will  find  an  even  flow  of  sales  at  prices  fair 
to  all  and  which  will  show  you  a  profitable  return.” 

Mr.  Wm.  A.  Free,  Hungerford  Packing  Co.,  and  Executive 
Secretary  of  the  Association,  then  presented  his  report: 

“Our  Association  has  just  completed  another  year  of  service 
and  activity  and  upon  your  secretary  falls  the  duty  and  pleas¬ 
ure  of  reporting  to  you  the  highlights  of  Association  work  and 
accomplishments  during  the  year  nineteen  hundred  and  thirty- 
nine. 

“You  will  recall  the  inauguration  of  the  publicity  campaign 
parading  under  the  slogan  ‘Buy  Pennsylvania’s  Canned  Foods.’ 
A  word  here  about  the  success  of  that  endeavor  is  in  order. 
You  are  familiar  with  the  orange  and  blue  window  streamers 
bearing  the  slogan  used  in  connection  with  the  campaign  to 
publicize  Pennsylvania  canned  foods.  Letters  to  more  than  3,000 
restaurants,  600  hotels,  700  women’s  clubs,  300  service  clubs, 
285  Chambers  of  Commerce  and  400  wholesale  grocers  and  chains 
wei’e  dispatched  with  the  cooperation  of  the  State  Department 
of  Agriculture.  Seven  radio  broadcasts  were  made  over  a  state¬ 
wide  hook-up  telling  thousands  of  Pennsylvanians  about  our 
great  canning  industry  and  the  quality  of  our  products.  News 
releases  about  the  industry,  its  products,  and  its  value  to  labor 
and  grower,  along  with  pictures  were  supplied  to  the  press, 
telling  consumers  throughout  the  Commonwealth  more  and  more 
about  our  products. 


“Many  of  you  who  attended  the  State  Farm  Products  Show  in 
Harrisburg  last  January,  witnessed  a  fine  exhibit  of  Pennsyl¬ 
vania’s  canned  foods  shown  there  by  our  Association.  Products 
produced  by  nearly  the  entire  membership  were  on  display  and 
these  were  witnessed  by  thousands  of  consumers.  More  than 
twelve  thousand  pieces  of  literature  were  distributed  to  inter¬ 
ested  women.  The  exhibit,  for  many,  was  the  center  of  attrac¬ 
tion  and  through  it  favorable  publicity  was  accorded  our  canned 
foods.  Our  Board  of  Directors  has  authorized  such  a  display 
for  the  show  this  coming  January.  You  will  again  be  called 
upon  to  furnish  representative  samples  of  your  packs,  as  well 
as  information  about  your  products  and  brand  names.  Last 
year  we  had  ever  so  many  requests  for  a  pamphlet  containg  the 
names  of  the  canners,  their  brands,  and  the  products  they  pack. 
The  Association  will  publish  such  a  pamphlet  for  distribution  at 
this  year’s  show  for  the  information  of  interested  consumers. 

“The  Association  cooperated  with  the  Pennsylvania  Vegetable 
Growers  Association  in  awarding  certificates  of  merit  to  the 
winners  in  the  Ten-Ton  Tomato  Club.  These  presentations  were 
made  on  behalf  of  the  Association  by  Mr.  Alan  Wareheim,  chair¬ 
man  of  the  tomato  committee. 

“The  next  public  activity  of  importance  was  that  of  ‘Penn¬ 
sylvania  Days.’  During  this  endeavor  Pennsylvania  canners 
cooperated  closely  with  Pennsylvania  distributors  in  the  sale  of 
their  products.  Our  Association  played  an  important  part  in 
this  state-wide  movement  for  Pennsylvania  prosperity. 

“On  April  the  19th  and  20th  in  cooperation  with  the  School 
of  Agriculture  at  Pennsylvania  State  College,  the  Pennsylvania 
Canners  Association  conducted  the  Second  Annual  Canner’s 
School.  ‘The  Millionaire’s  Golf  Tournament’  will  be  remem¬ 
bered  by  all  who  attended,  and  the  interesting  talks  by  repre¬ 
sentatives  of  the  college  made  clear  the  continued  progress  of 
growing  and  harvesting  canning  crops  in  Pennsylvania.  A  new 
and  firmer  relationship  has  been  realized  during  the  past  year 
with  the  Pennsylvania  State  College,  the  Extension  Service,  and 
the  several  County  Farm  Agents.  Canners  generally  have  found 
these  agencies  ready  and  willing  at  all  times  to  lend  their 
cooperation  and  services  to  this  great  industry  of  ours. 

“I  am  pleased  to  report  the  continued  support  of  the  State 
Department  of  Agriculture  under  the  direction  of  its  secretary, 
Mr.  John  H.  Light.  From  this  department  emanates  the  fine 
Raw  Crops  Inspection  Service  under  the  supervision  of  Mr. 
D.  M.  James,  this  service  is  second  to  none  in  the  Nation.  From 
its  offices  continue  to  pour  press  releases  about  our  industry,  as 
well  as  other  matters,  continually  telling  our  citizens  about  the 
canning  industry. 

“Most  of  you  are  familiar  with  the  activities  of  the  Corn 
Canners  Service  Bureau  and  the  Canned  Pea  Marketing 
Cooperative.  Our  Association  cooperates  at  all  times  with  these 
efficient  commodity  agencies  with  a  view  to  strengthen  the  posi¬ 
tion  of  these  two  canned  foods.  It  is  hoped  that  such  agencies 
will  soon  be  established  for  the  other  two  basic  commodities, 
stringless  beans  and  tomatoes.  Both  of  these  items  need  similar 
guiding  influences.  The  Association  will  continue  to  support 
both  the  Corn  Canners  Service  Bureau  and  the  Canned  Pea 
Marketing  Cooperative. 

“During  the  past  year  standing  committees  were  appointed  to 
deal  with  matters  of  publicity,  market  information,  costs,  and 
the  commodities  of  peas,  beans,  tomatoes  and  corn.  These  com¬ 
modities  have  carried  on  their  intended  work,  and  in  several 
instances  performed  splendid  service  to  the  membership. 

“It  is  with  a  great  deal  of  pleasure  I  report  to  you  the  fine 
cooperation  with  the  several  State  Canners  Associations,  and  the 
National  Canners  Associations  in  matters  of  national  interest. 
Also  the  interest  displayed  by  the  leading  trade  papers  in  the 
Pennsylvania  Canners  Association.  Our  Association  has  kept 
in  close  touch  with  them,  and  fully  appreciate  the  publicity 
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given  us  by  ‘The  Canning  Trade,’  ‘The  Camicr,’  and  ‘Canning 
Age’  to  the  activities  of  our  industry.  A  similar  fine  interest  is 
manifest  by  the  members  of  the  allied  industries.  Rarely  does 
the  history  of  business  reveal  such  mutual  cooperation  and 
respect  as  those  relations  existing  between  our  friends,  the 
supply  men,  and  the  personnel  of  Pennsylvania’s  canners. 

“I  am  pleased  to  report  the  fine  relationship  with  the  Penn¬ 
sylvania  Department  of  Labor,  its  Industrial  Board  and  other 
agencies  of  the  Commonwealth.  As  you  know  certain  laws  are 
in  effect  and  must  be  upheld  to  protect  the  public  health  and 
welfare.  However,  experience  has  demonstrated  that  those  men 
to  w’hom  the  administration  of  these  laws  are  entrusted  have 
always  received  our  problems  with  a  sympathetic  understanding 
when  our  Association  has  found  it  necessary  to  confer  with  them. 

“The  membei'ship  of  our  Association  remains  at  its  highest 
peak  in  history  and  is  truly  representative  of  the  industry  in 
Pennsylvania. 

“In  closing  permit  me  to  offer  a  few  recommendations. 

“This  Association,  with  the  full  support  of  its  membership, 
should  lend  its  support  to  the  adoption  of  the  simplification  of 
can  sizes  as  recommended  by  the  National  Canners  Association. 
Likewise  this  Association  should  give  its  full  support  to  the 
activities  of  Pennsylvania’s  new  Department  of  Commerce  for 
the  re-establishment  of  Pennsylvania’s  prosperity.  Then,  too, 
the  membership  should  give  sincere  thought  to  the  possibility  of 
a  cooperative  advertising  program  for  Pennsylvania’s  canned 
foods,  an  endeavor  that  costs  little  but  returns  so  much. 

“Last  and  probably  the  most  important  this  group  should 
exercise  the  same  wisdom  and  forethought  that  the  charter  mem¬ 
bers  of  this  Association  exercised  twenty-five  years  ago,  to  per¬ 
petuate  this  great  industry.  Let  us  look  forward  to  the  day,  not 
far  distant,  when  we  will  establish  a  resident  office  and  employ 
a  full-time  executive  secretary  to  perform  the  necessary 
functions  of  our  Association.” 

Respectfully  submitted, 

Wm.  a.  Free,  Executive  Secretary. 

ECONOMIC  RESEARCH 

Mr.  Harry  L.  Cannon,  Chairman  of  the  Economics  Research 
Committee  of  the  National  Canners  Association,  outlined  briefiy 
the  plans  of  that  body.  This  work  was  projected  early  in  the 
year  and  it  may  seem  a  long  time  to  get  started  but  the  Com¬ 
mittee  has  deliberately  taken  time  to  develop  the  details  in 
order  to  be  sure  of  its  method  of  attack.  They  have  been  fortu¬ 
nate  in  obtaining  the  services  of  Prof.  Neil  Carothers,  well- 
known  economist  whose  efforts  will  be  combined  with  the 
information  obtained  by  the  Association’s  Statistical  Depart¬ 
ment.  The  undertaking,  said  Mr.  Cannon,  is  a  long  time  activity 
and  although  all  phases  cannot  be  attacked  at  once,  the  informa¬ 
tion  obtained  can  be  used  as  the  work  progresses.  The  first  step 
in  the  research  will  be  an  investigation  of  financing  methods 
with  a  concurrent  study  of  distribution.  Mr.  Cannon  urged  the 
cooperation  of  every  canner  and  assured  them  that  the  committee 
was  not  interested  in  the  individual  business  of  a  canner  except 
that  it  goes  to  make  up  a  composite  picture.  No  one  in  the 
Association’s  office  will  see  the  reports.  Only  Dr.  Carothers  and 
his  force  will  tabulate  the  results  and  immediately  destroy  the 
individual  returns. 

CORN 

Mr.  James  Shriver  of  the  B.  F.  Shriver  Company,  West¬ 
minster,,  Maryland,  and  a  Director  of  Corn  Canners  Service 
Bureau,  was  then  introduced.  Some  figures  he  quoted  will  give 
you  pause.  There  are  338  corn  canners  in  the  country,  236 
operated  in  1939,  of  these  34  canned  nine  and  a  half  million 
cases  leaving  five  and  a  half  million  cases  for  the  remaining 
202.  Let  him  tell  you  a  few  things  that  the  Bureau  has  done: 

“First  of  all  and  most  important  is  the  fact  that  the  industry 
is  being  looked  upon  by  most  of  us  from  a  national  viewpoint. 
We  have  begun  to  realize  that  our  problems  exist  on  a  national 
scale  and  we  have  our  Bureau  functioning  to  meet  them  on  the 
same  basis. 

“An  outstanding  achievement  of  the  Bureau  was  the  results 
obtained  from  the  educational  work  done  on  the  problem  of 
acreage.  Not  only  did  the  Bureau  secure  canner’s  cooperation 


extending  the  message  of  the  necessity  of  paying  attention  to 
acreage,  but  it  also  had  the  information  on  the  state  by  state 
details  of  the  acreage  picture,  in  canners’  hands  by  July  1st,  so 
that  canners  could  plan  their  merchandising  program  around  the 
more  courageous  market  attitude  created  by  their  knowledge  of 
the  acreage  picture. 

“Here’s  an  interesting  fact  on  acreage.  The  reduction  was 
33.38  per  cent.  However,  several  weeks  earlier  the  United 
States  Department  of  Agriculture  had  reported  that  the  reduc¬ 
tion  was  to  be  about  25  per  cent.  Had  this  government  figure 
been  final  we  would  have  had  a  production  of  between  1,600,000 
and  1,700,000  cases  more  than  we  did  get. 

“Then,  throughout  the  pack  do  you  remember  how  you  had 
a  crop  prospect  report  in  your  hands  fi-om  the  Bureau  every 
Monday  morning?  This  was  important  information  and  canners 
not  only  were  glad  to  get  it,  but  also  contributed  to  it  very 
enthusiastically,  so  much  so,  in  fact,  that  one  issue  was  prepared 
from  prospect  reports  received  from  160  of  us.  Other  issues  of 
the  reports  were  made  up  of  data  from  never  less  than  60  can¬ 
ners,  and  then  many  areas  were  finished  with  their  pack  and  did 
not  report. 

“You  have  seen  the  production  report  from  the  Bureau — 
remember,  only  seven  canners  not  reporting.  This  report  was  in 
corn  canners’  hands  several  weeks  earlier  than  the  information 
has  ever  reached  us. 

“Perhaps  you  noticed  the  variation  existing  between  the 
Bureau  report  and  the  final  figures  from  N.  C.  A.  This  differ¬ 
ence  exists  mainly  because  the  Bureau’s  report  was  prepared 
on  a  basis  of  No.  2s  and  N.  C.  A.  on  actual  cases. 

“Speaking  of  the  N.  C.  A.  reminds  me  that  I  might  as  well 
clarify  the  Bureau’s  position  with  relation  to  statistics.  There 
neither  is  a  desire  to  duplicate  services  already  being  rendered 
nor  any  attempt  to  replace  them.  The  reason  for  gathering  the 
data  is  to  have  acreage,  crop  prospect  and  production  informa¬ 
tion  in  canners’  hands  at  the  earliest  possible  moment.  This 
year  the  acreage  story  coming  out  on  July  1st,  was  of  definite 
value  to  the  market.  The  production  figures  even  more  so. 

“Anyone  or  at  least  all  of  these  activities  have  meant 
hundreds  of  thousands  of  dollars  to  corn  canners. 

“But  the  Bureau  hasn’t  stopped  there. 

“The  Corn  Canners’  Exchange  has  been  developed — I  know 
that  every  one  of  you  have  had  the  plan  explained  to  you  in  the 
bulletins  from  the  Bureau. 

“Before  I  came  up  here,  however,  I  asked  Cai’lson  if  he  would 
give  me  some  of  the  details  of  the  Exchange  program  in  order 
that  I  might  let  you  folks  know  how  it  is  working. 

“I  certainly  was  surprised  to  learn  that  the  first  Exchange 
release  listed  700,000  cases  of  corn  and  that  nearly  200,000  of 
them  were  what  the  plan  calls  ‘shorts.’ 

“Now,  I  understand  the  second  release  either  has  just  gone  out 
or  is  about  to  be  sent  to  interested  canners.  I  expected  that  this 
second  edition  would  be  representative  of  fewer  canners  and  a 
smaller  quantity  of  items  and  cases,  because  on  any  new  program 
an  announcement  is  met  by  many  inquiries  which  would  not  be 
made  if  details  were  understood. 

“But  not  so  with  our  Corn  Canners’  Exchange,  because,  the 
first  release  represented  listing  from  30  canners — the  new  one, 
51.  The  first  release  covered  700,000  cases — the  new  one, 
980,000  cases. 

“In  addition,  I  am  informed  that  over  170,600  of  the  cases 
listed  in  the  first  release  were  not  submitted  by  canners  for 
listing  in  the  current  release. 

“An  interesting  sidelight  to  the  Exchange  plan  is  the  fact  that 
several  big  buyers  have  contacted  the  Bureau  to  learn  if  they 
could  participate  in  the  program.  Naturally,  they  were  informed 
that  the  Exchange,  like  the  Bureau,  exists  for  corn  canners 
and  corn  canners’  interests. 

“The  expenditure  for  the  first  period  of  operation — 614 
months,  has  been  only  $10,000.00  based  upon  the  return  from 
canners  to  the  appeal  sent  out  last  Spring  to  establish  a  Bureau 
by  the  payment  of  1/10  cent  a  case  on  stocks  on  hand  January 
1,  1939. 

Since  that  time  the  Bureau  has  operated — sending  data  and 
information  into  the  hands  of  every  corn  canner. 

“The  next  year’s  budget  is  $20,000.00  and  I  surely  look  for¬ 
ward  to  the  industry  carrying  on  this  all  important  work  by 
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cooperating  with  funds  as  they  have  so  splendidly  cooperated 
with  information  and  data  when  requested.” 

PEAS 

Mr.  L.  S.  Beale,  Executive  Secretary  of  the  Pea  Canners 
Cooperative,  next  addressed  the  Convention.  Mr.  Beale  reviewed 
the  activities  and  results  of  the  Cooperative.  Results,  he  said, 
were  beyond  their  fondest  dreams.  The  1938  pea  pack  and 
carry-over  amounted  to  approximately  30,000,000  cases.  When 
the  Cooperative  was  begun  in  the  Fall  of  1938,  standard  peas 
were  selling  at  60  cents  with  visions  of  55  cents.  The  1939  pack 
and  carry-over  amounted  to  23,500,000  cases  and  the  price  today 
ranges  from  85  cents  to  90  cents.  These  unusual  and  unpredict¬ 
able  results  could  not  have  been  obtained  without  the  whole¬ 
hearted  support  of  the  industry.  Early  and  accurate  acreage 
and  sales  reports  played  a  large  part  in  stablizing  the  market. 
The  work  ahead  will  not  be  identical  with  last  year.  There 
will  be  no  R.  F.  C.  loan  for  instance,  and  consumer  education  is 
not  contemplated.  This  year’s  job  is,  in  some  respects,  more 
difficult  than  last  year.  Because  of  the  brighter  outlook,  the 
inclination  will  be  to  increase  acreage  and  then  there  are  those 
who  did  not  pack  at  all  last  year.  Within  the  next  90  days,  you 
will  be  visted  by  a  member  of  the  Cooperative’s  Chicago  office  to 
discuss  this  acreage  problem  with  you.  Since  the  present 
favorable  conditions  can  only  be  maintained  by  avoiding  a  sur¬ 
plus  crop  next  year,  your  cooperation  in  receiving  these  men 
courteously  and  discussing  your  situation  with  them  will  pay 
you  dividends. 

BEANS 

The  cooperative  success  of  the  Pea  and  Corn  Canners  has 
stirred  the  interest  of  the  other  commodity  groups.  Mr.  Stran 
Summers,  of  Charles  G.  Summers,  Jr.  Company,  Inc.,  told  of  the 
formation  of  a  bean  canners  group.  To  date  there  have  been 
two  meetings  of  about  30  bean  canners  from  the  middle  Atlantic 
States.  Their  main  effort  at  present  will  be  “rumor  chasing” 
and  bean  canners  are  urged  when  quoted  a  low  price  to  verify 
these  through  one  of  the  following:  Mr.  James  Shriver,  B.  F. 
Shriver  Company,  Westminster;  Mr.  Harry  Imwold,  Assau  Can¬ 
ning  Company,  Baltimore;  Mr.  Harry  Cannon,  H.  P.  Cannon  & 
Son,  Inc.,  Bridgeville,  Delaware. 

The  following  officers  were  presented  for  nomination  and 
unanimously  elected: 

THE  ELECTION 

Mr.  M.  E.  Knouse,  President. 

The  Knouse  Corporation,  Peach  Glen,  Pa. 

Mr.  Chas.  H.  G.  Sweigart,  Vice-President,  Mushroom  Section. 

Keystone  Mushroom  Co.,  Inc.,  Coatesville,  Pa. 

Mr.  Alan  Wareheim,  Vice-President,  Vegetable  Section. 

Hanover  Canning  Co.,  Hanover,  Pa. 

Mr.  J.  P.  Hollabaugh,  Vice-President,  Fruits  Section. 

C.  H.  Musselman  Co.,  Biglerville,  Pa. 

Mr.  Wm.  A.  Free,  Executive  Secretary-Treasurer. 

220  Elmwood  Blvd.,  York,  Pa. 

Directors : 

Mr.  J.  R.  Stuart,  Somerset  Canning  Corp.,  Somerset,  Pa. 

Mr.  J.  Keene  Saulsbury,  Saulsbury  Canning  Co.,  Hanover,  Pa. 
Mr.  J.  I.  Bui'goon,  Burgoon  &  Yingling,  Gettysburg,  Pa. 

Mr.  Chas.  C.  Shanbarger,  Stewartstown,  Pa. 

Mr.  C.  A.  Colombi,  Chef  Boiardi  Food  Products  Co.,  Milton,  Pa. 
-Mr.  J.  K.  Saulsbury  will  serve  the  unexpired  term  of  Mr.  Alan 
Wareheim. 

FRIDAY’S  SESSIONS 

Friday  morning.  President  Schenkel  presented  Mr.  0.  Howard 
Volfe,  Cashier  of  the  Philadelphia  National  Bank.  Mr.  Wolfe 
'varned  the  convention  that  there  was  a  movement  afoot  to  take 
the  function  of  banking  away  from  private  individuals  and  put 
it  in  the  hands  of  Government.  Such  a  course,  he  said,  would 
ause  a  great  grief  and  confusion  to  business. 

Mr.  F.  G.  Riegel,  Advertising  Council  Geare-Marston  Adver- 
i.ising  Agency  of  New  York,  pointed  out  the  value  of  associated 
or  group  advertising.  Cherry  canners,  he  said,  sold  350,000 


cases  No.  10s  at  a  cost  of  $5,000  through  advertising  in  two 
hotel  magazines.  Salmon  canners  sold  four  and  a  half  million 
cases  in  six  months  at  a  cost  of  $300,000  through  advertising. 
California  fruit  growers  have  raised  the  per  capita  consumption 
of  oranges  in  1908  from  31  to  71  today.  Florida  spent  $2,000,000 
in  three  years  and  figure  they  got  back  17  to  1.  Since  Penn¬ 
sylvanians  consume  four  times  the  State’s  canned  production  of 
peas,  beans,  tomatoes  and  corn,  it  is  logical  to  assume  that  an 
advertising  program  within  the  State  at  say  a  cost  of  1  cent 
per  case,  would  pay  dividends. 

Friday  afternoon’s  session  was  opened  with  an  address  by 
Mr.  James  J.  Reilley,  past  President  of  National  Foods  Brokers 
Association.  His  paper  titled  “The  Marketing  Muddle,”  pointed 
out  that  canned  foods  must  be  sold,  they  do  not  sell  themselves. 
“Because  that  true  promise  has  been  distorted  or  beclouded  or 
willfully  ignored,  we  have  had  one  of  the  basic  causes  for  the 
muddled  markets  for  canned  foods  these  past  ten  or  twelve 
years,”  said  Mr.  Reilley.  Canners  believing  that  there  was  no 
expense  when  the  buyer  came  to  him  and  “bought”  willingly 
granted  concessions  to  obtain  these  big  orders.  Concession  fol¬ 
lowed  concession  and  the  market  dropped  to  the  level  of  each 
succeeding  one  with  resulting  chaos.  The  Robinson-Patman  Act, 
aimed  at  these  abuses,  is  slowly  taking  effect.  The  buyer’s  hold 
has  slipped  and  now  that  we  have  a  seller’s  market,  let’s  keep 
it  that  way  and  “sell”  our  products.  Give  your  broker  your 
confidence  and  cooperation  and  he  will  return  the  same  to  you. 

Mr.  Mark  S.  James,  Representative  of  the  Commonwealth  of 
Pennsylvania,  closed  the  meeting  with  an  interesting  account  of 
Pennsylvania’s  efforts  to  increase  and  help  the  business  enter¬ 
prises  of  Pennsylvania.  He  warned  the  audience  that  evidences 
of  false  prosperity  were  beginning  to  appear  and  to  be  on  the 
lookout  for  the  morning  after. 

THE  BANQUET 

The  banquet  and  entertainment  tendered  by  the  Allied  Indus¬ 
tries  was  a  gala  affair.  The  banquet  hall  was  bedecked  with 
flowers.  There  was  a  birthday  cake  for  every  table  and  one 
huge  one  bearing  25  lighted  candles  was  brought  to  the  founders’ 
table  at  which  sat  five  of  the  originals.  Mr.  Don  Searle  of  the 
Continental  Can  Company  proposed  the  following  toast : 

TO  ELEVEN  MEN  OF  VISION 

Twenty-five  years  ago 
In  the  good  old  state  of  Penn 
An  idea  sprang  to  life 
In  the  minds  of  eleven  men. 

Men  who  had  the  courage 
And  the  vision  to  see. 

That  through  a  mutal  fellowship 
Lay  the  road  to  victory. 

For  many  problems  were  ahead. 

Yea,  many  unknown  then; 

But,  “Together  we  shall  face  them,” 

Was  the  motto  of  those  men. 

So  they  formed  this  Association 
Whose  birthday  we  shall  toast. 

Twenty-five  successful  years 
Can  be  its  rightful  boast. 

Everything’s  easy  after  it’s  done 
It  doesn’t  look  half  so  tough. 

Every  battle’s  a  cinch  that’s  won 

It’s  swell  when  you’re  out  of  the  rough. 

It’s  taken  hard  work  to  do  this  job: 

Give  credit  where  credit  is  due 
We  rise  our  glass  in  a  friendly  toast. 

To  the  men  who  have  seen  it  through. 

WILLIAMS  RESIGNS  MANAGERSHIP 

Andrew  Williams  has  retired  from  active  management  of  the 
Andrew  Williams  Stores,  a  retail  grocery  chain,  with  head¬ 
quarters  at  Oakland,  California.  Harry  J.  Lawton  has  been 
elected  Vice-President  and  General  Manager. 
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Gettins  A  Share  of  the  Food  Budget 

By  ‘^BETTER  PROFITS’^ 

Special  Correspondent  of  “The  Canning  Trade” 


SOME  time  ago  this  writer  suggested  you  feature 
some  item  in  your  line  as  the  last  word  when  used 
in  a  certain  capacity.  Red  kidney  beans  as  a  base 
for  chili,  mixed  vegetables  for  home  made  vegetable 
soup  and  so  on.  Last  year  the  manufacturers  of  a 
shortening,  Crisco,  made  a  great  culinary  hit  by  adver¬ 
tising  extensively  the  recipe  for  a  mince-pumpkin  pie. 
Housewives  everywhere  tried  the  recipe,  found  the 
pie  good  and  told  others.  It  is  quite  probable  that  no 
single  recipe  of  the  1938  holiday  season  met  with 
wider  usage  and  liking.  This  year  a  competitor.  Spry, 
takes  a  leaf  from  the  recipe  book  and  features  one  for 
Cranberry-Apple  pie.  Crisco  counters  with  one  for 
holiday  spice  cake  and  so  the  battle  rages! 

What  do  the  principals  get  out  of  it?  A  whole  lot  if 
you  are  asking  me !  In  the  first  place,  radio  advertising 
as  well  as  co-operative  advertising  support  all  sug¬ 
gestions  that  the  listeners  or  readers  ask  their  retail 
dealer  for  the  recipe.  This  admonition  forces  con¬ 
sumers  to  the  retail  store  for  their  information  and 
of  course,  a  can  of  the  shortening.  Interest  in  the 
product  increases,  sales  mount,  profits  flow  into  the 
grocer’s  till.  All  in  all,  the  shortening  people  have  a 
natural  that  will  keep  their  product  out  in  front  in  the 
sales  race.  All  this  spells  competition  for  the  part  of 
the  housewives’  dollars  to  be  spent  for  food.  This 
is  important  as  long  as  wages  have  not  increased 
materially  as  yet.  Canners  in  order  to  get  their  fair 
share  of  the  food  budget  will  have  to  look  alive  and 
produce  something  comparable,  or  else  lose  out  in 
the  race. 

Lever  Brothers  Company  in  their  promotion  have 
gone  at  the  matter  in  a  big  way.  A  large  envelope, 
printed  in  dark  orange,  calls  attention  to  the  display 
material  inside,  features  the  “Cranberry-Apple  Pie” 
recipe,  while  showing  how  an  effective  display  of  Spry 
may  be  made  from  cut-away  cases  and  whets  the 
appetites  of  those  looking  at  it  until  they  are  prompted 
to  make  the  display  suggested  and  cash  in  on  the  pro¬ 
motion.  Inside  the  envelope  we  find  a  counter  cut  out 
carrying  a  pad  of  the  recipes  and  a  store  display  poster 
featuring  cranberries,  apples,  flour  and  Spry.  The 
advertising  material  is  printed  in  colors  on  a  reverse 
plate,  and  the  radio  character  pushing  the  recipe  is 
shown  as  well  as  a  microphone  carrying  the  initials 
of  the  Columbia  Broadcasting  System.  This  helps  to 
fix  in  the  minds  of  dealers  that  CBS  carries  the  pro¬ 
gram.  The  counter  cut-out  of  course,  is  arranged  to 
hold  a  three  pound  can  of  Spry  as  well  as  several 
recipes.  In  the  large  envelope  is  a  smaller  one  with 
a  number  of  additional  copies  of  the  recipe.  This 
is  double  punched  at  the  top  to  allow  hanging  near  the 
cash  register  or  in  some  other  prominent  place.  Do 


housewives  go  for  this  sort  of  thing?  They  certainly 
do!  One  co-operative  advertising  group  advertised  on 
Friday  that  the  recipes  could  be  had  at  their  member 
stores,  but  through  error  failed  to  distribute  the 
envelopes  containing  the  advertising  material  listed. 
Dealers  started  phoning  at  once  for  the  material.  So 
many  phone  calls  were  received  that  special  deliveries 
of  the  advertising  kits  were  made. 

Crisco  supplied  a  cut-out  counter  card  and  similar 
recipes.  Their  leaflets  illustrated  the  finished  cake  and 
also  gave  a  recipe  for  a  novel  cream  cheese  icing.  Again 
housewives  will  be  talking  about  these  new  and  dif¬ 
ferent  uses  for  old  products.  Years  ago  the  Borden 
Company  began  advertising  a  method  for  making 
caramel  pudding  from  an  unopened  can  of  Eagle 
Brand  and  Condensed  Milk  and  hundreds  of  thousands 
of  cans  have  been  sold  for  this  purpose.  So  much 
interest  was  created  in  Eagle  Brand  for  pudding  mak¬ 
ing  that  the  company  was  encouraged  to  amplify  the 
recipe  folders  issued  in  connection  with  the  product  to 
a  point  where  Eagle  Brand  is  really  going  over  in  the 
average  home  as  a  dandy  dessert  base  as  well  as  leading 
infant  feeding  product. 

Forethought  will  help  the  interested  canner  achieve 
the  same  success.  There  are  several  canned  fruits, 
vegetables,  canned  fruit  juices  and  manufactured  prod¬ 
ucts  distributed  in  cans  that  are  all  adapted  to  speciali¬ 
zation  in  the  unusual  food  recipe  field.  Many  of  them 
are  also  of  such  a  nature  some  other  principal  can  well 
afford  to  join  in  the  promotion.  Whenever  you  have 
such  a  situation  your  expense  for  the  preparation  of 
advertising  material  may  be  split  with  the  other  in¬ 
terested  party,  ideas  concerning  the  promotion  may  be 
pooled,  sales  expenses  may  be  shared.  Altogether  the 
plan  will  work  twice  as  well  with  two  or  more  sales  and 
merchandising  organizations  working  it. 

Dieticians  and  Home  Economic  experts  with  the 
National  Canners  office  will  assist  in  the  selection  and 
testing  of  recipes  to  be  used  Women’s  clubs  every¬ 
where  will  be  glad  to  give  their  approval  after  the 
necessary  tests  have  been  run.  No  doubt  it  is  too  late 
now  for  any  canner  to  work  out  any  merchandising  plan 
to  use  this  holiday  season,  but  plenty  of  time  can  be  had 
between  now  and  some  planned  promotion  for  the 
smoothing  out  of  the  plan  selected  for  some  later 
high  spot  in  the  changing  seasons.  The  cherry  canners 
for  instance,  will  have  a  lot  of  time  in  which  to  get 
ready  for  special  sales  promotions  on  canned  cherries 
during  the  late  winter  and  early  spring  months.  The 
best  in  recipes  can  be  tried  out,  approved  and  set  up 
in  type  ready  for  distribution  well  before  the  peak  of 
the  retail  selling  season. 
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In  many  universities  operating  training  tables  this 
fall  we  find  apple  sauce  on  the  menu  daily.  Canned 
apple  sauce  has  not  reached  the  point  of  saturation  in 
distribution  by  any  means.  Years  may  pass  before  it 
does.  In  the  meantime,  it  will  be  well  for  the  canners 
of  this  prosaic  product  to  learn  why  trainers  of  star 
athletes  prefer  to  have  the  product  served  early  and 
often  at  training  tables.  Quotations  from  several 
trainers  and  dieticians  can  be  secured  and  circulated  as 
to  why  they  insist  on  this  food  item  in  their  dietary 
regimes.  It  all  makes  interesting  reading,  once  the 
story  starts  to  register,  and  canners  will  be  effectually 
combating  the  age-old  cry  of  cereal  manufacturers  that 
the  leading  athletes  of  the  nation  train  on  so  and  so’s 
flakies.  Let  this  happen  and  once  more  the  canner 
will  be  in  effectual  competition  with  a  division  of  the 
food  industry  that  has  been  taking  away  a  large  part 
of  the  housewives’  food  dollar. 

Canners  of  meats  have  not  as  yet  scratched  the 
surface  of  the  possibilities  in  increased  consumption 
of  their  products.  As  prices  of  fresh  pork  and  beef 
fluctuate,  those  of  the  canned  article  remain  more 
stable.  In  some  cases,  say  that  of  corned  beef,  it’s 
mighty  hard  for  the  local  meat  dealer  or  packing  house 
to  produce  as  good  an  article  as  can  be  had  in  the  can, 
and  certainly  no  savings  for  the  consumer  can  be 
arranged  for.  All  this  makes  splendid  advertising 
copy.  The  packers  ought  to  get  together  and  run  large 
space  in  national  magazines  extolling  the  food  values 
and  excellence  of  their  canned  products.  And  of 
course,  in  connection,  definite  recipes  ought  to  be  popu¬ 
larized  in  order  that  purchasers  will  have  a  ready-to- 
use  program  to  follow  when  once  the  product  is  in 
the  home. 

Even  though  we  are  helped  materially  as  an  indus¬ 
try  by  the  world  need  for  canned  foods,  our  principal 
market  will  always  be  here  at  home.  Men  and  women 
right  here  in  the  United  States  are  waiting  to  go  each 
week-end  to  their  retail  food  distributor  and  buy  our 
products  if  we  will  only  make  them  attractive  enough 
in  the  face  of  all  the  efforts  that  are  being  made  by 
competitors,  outside  of  our  field,  to  make  their  goods 
so  appealing  from  the  standpoint  of  use  or  economy 
that  they  will  get  the  business.  Technical  research  in 
the  splendid  laboratories  of  the  National  Canners  As¬ 
sociation  will  always  keep  us  abreast  of  the  times  in 
manufacturing  processes,  but  we  must  insist  now  on 
having  more  help  in  the  merchandising  of  our  goods 
than  we  have  been  in  the  habit  of  getting. 

If  at  first  you  feel  your  product  or  products  do  not 
adapt  themselves  to  this  specialized  sales  campaign, 
think  again  and  again  until  you  do  decide  that  in  some 
particular  they  will  lend  themselves  to  glorification  in 
some  recipe  that  will  appeal  to  the  housewives  of  the 
country.  If  you  can  do  no  better,  run  a  contest  in  a 
single  market  for  the  purpose  of  securing  the  best 
recipe  possible  for  the  use  of  your  goods  in  such  a  way 
it  can  be  advertised  over  a  wide  area.  You  need  not 
allow  the  contest  to  cost  you  a  great  deal  of  money. 
As  long  as  you  specify  all  entries  remain  your  property 
you  will  no  doubt  receive  enough  to  enable  you  to  go 
ahead  with  a  campaign  somewhat  like  the  ones  I  have 
described  here.  Your  sales  and  profits  will  increase 
as  you  do  this! 


Eleven  Superior 
Attract  Food 
Packers  to 
This  New  Type 

Sanitary 

Rotary  Blancher 

•  Insures  Perfect  Sanitation. 

•  Economical  Use  of  Water  and  Steam. 

•  Positive  Control  of  Materials  Passing  Through  the  Blancher. 

•  Will  not  Crush  or  Damage  Even  the  Tenderest  Product. 

•  Improved  Color  and  Flavor  of  Product  Blanched. 

•  Absolute  Control  of  Blanching  Water  Used  or  Re-used. 

•  Provisions  For  Draining  Blanched  Materials  and  Rinsing 

if  desired. 

•  Great  Capacity  Though  Occupying  Small  Floor  Space. 

•  Sturdy  Construction  of  All  Parts. 

•  Low  Intake  Height  and  Convenient  Discharge  Height. 

•  Easy  Access  for  Cleaning. 

Send  for  Bulletin  No.  1-B 

ChlshoInpHifJerCo. 

NIAGARA  FALLS.  N.  Y.  CHICAGO,  ILL.  SEATTLE,  WASH. 

COLUMBUS,  WIS.  JAS.  Q.  LEAVITT  &  CO.,  OGDEN,  UTAH 
A.  K.  ROBINS  &  CO.,  BALTIMORE,  MD. 

146  W.  D.  CHISHOLM,  NIAGARA  FALLS,  CANADA 


MODERN  / 
DESIGNS 


to  meet  your  trade  requirements. 
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Indiana  Canners  Meet 

Claypool  Hotel,  Indianapolis,  November  16-17,  1939 


As  was  the  case  at  the  Wisconsin  Meeting,  held  the  early 
part  of  last  w’eek,  a  strong  optimistic  tone  prevailed  at  the 
Meeting  of  the  Indiana  Canners  Association,  held  at  the  Claypool 
Hotel,  last  Thursday  and  Friday. 

Opening  the  first  session  on  Thursday  afternoon.  President 
Paul  Wolf  of  the  Roach-Indiana  Corporation,  Gwynneville,  after 
welcoming  guests  and  members,  recalled  that  Mr.  Ralph  Polk 
remarked  in  1914,  when  he  was  President  of  the  Indiana  Can¬ 
ners  Association,  “make  no  mistake,  canned  foods  will  be  a 
prominent  factor  in  the  winning  of  the  war.”  That  prediction 
proved  to  be  right  and  can  easily  be  recounted  in  the  present 
situation,  he  said.  Mr.  Wolf  expressed  as  his  opinion  that 
because  the  allies  have  massed  sufficient  food  supplies  to  last  for 
a  year  and  a  half,  that  no  boom  in  canned  foods  can  be  expected 
for  the  near  future.  The  American  people  have  the  will  to  keep 
out  of  war  and  it  is  expected  that  this  country  will  remain 
neutral  and  at  peace,  he  said. 

Mr.  Ira  E.  Merrill,  President  of  the  National  Food  Brokers 
Association,  then  made  a  strong  plea  in  defense  of  the  food 
broker,  reminding  that  it  is  to  the  broker’s  interest  to  keep  his 
principals  in  business,  so  that  he  himself  might  remain  in  busi¬ 
ness.  He  cited  instances  to  show  the  extensive  progress  made  in 
the  canning  industry  and  intimated  the  need  for  food  brokers  to 
put  salesmanship  behind  the  marketing  of  the  goods  whose 
efforts  can,  however,  produce  maximum  returns  only  through  the 
canner’s  full  cooperation. 

Dr.  Neill  Carothers,  Dean  of  the  School  of  Business  of  Lehigh 
University,  who  is  engaged  by  the  National  Canners  Association 
to  conduct  an  economic  survey  of  the  canning  industry,  predicts 
a  quite  orderly  business  within  the  industry  for  some  time  to 
come,  both  as  a  result  of  war’s  demand  on  general  industry  a 
contributing  factor  in  re-employment  and  the  aversion  of  a 
boom  period  as  the  result  of  the  warring  nations  being  better 
equipped  from  a  food  standpoint.  The  general  economic  situa¬ 
tion  in  the  United  States  was  in  such  condition  at  the  beginning 
of  the  present  war,  that  recovery  was  imminent,  idle  labor  was 
gradually  being  re-employed  which  can  eliminate  the  necessity 
for  continuance  of  artifical  recovery  effort  on  the  part  of  the 
Government,  he  said.  In  his  economic  study  of  the  industry,  he 
termed  it  the  most  complex  business  he  has  ever  undertaken  to 
analyze.  Its  economic  factors  reach  all  the  way  from  A. A. A.  to 
R.F.C.  embracing  agriculture,  labor,  banking,  warehousing  and 
many  other  problems,  he  said.  The  purpose  of  this  survey  is  an 
effort  to  determine  a  full  knowledge  of  the  industry’s  affairs  for 
the  correction  and  elmination  of  faults  and  he  urged  the  full 
cooperation  of  the  canning  industry  in  Indiana  in  the  filling  out 
and  returning  of  questionnaire  blanks  already  forwarded  for  the 
purpose. 

National  Canners  Association’s  President,  Walter  L.  Graefe, 
continued  the  optimism  evidenced  by  preceding  speakers  by 
citing  some  of  the  contributing  factors  to  better  business  as: 
re-employment  of  idle  labor  as  a  result  of  increased  demand  for 
airplanes,  munitions  and  in  fact  upon  all  heavy  industries;  the 
application  of  a  lesson  well  learned  from  conditions  of  the  past 
few  years  to  carefully  anticipate  the  demand,  pack  quality  to  fill 
the  demand  and  to  put  active  sales  effort  to  the  movement  of 
the  goods.  Mr.  Graefe  reminded  that  the  better  canners  now 
devote  about  25  per  cent  of  their  time  to  production  matters  and 
75  per  cent  of  their  time  to  the  selling  of  their  packs.  The 
universal  realization  of  canners  of  the  necessity  for  using  more 
and  more  of  their  time  for  sales  effort  is  one  of  the  industry’s 
greatest  attributes,  he  said.  This  industry  was  ready  for  the 
price  rise  before  the  war  began  last  September  and  with  the 
application  of  sales  effort  together  with  other  contributing  fac¬ 
tors  can  mean  only  an  increased  demand  for  canned  food,  he 
believes. 


The  entertainment  committee,  chairmaned  by  P.  F.  Searle  of 
the  Searle  Brokerage  Company  and  ably  assisted  by  Paul 
Brachle,  Continental  Can  Company;  W.  G.  McNabb,  American 
Can  Company;  Charles  Heekin,  Heekin  Can  Company;  R.  A. 
Norman,  Owen-Illinois  Glass  Company  and  Carmen  Atkins, 
National  Can  Corporation,  did  itself  proud  in  the  banquet,  enter¬ 
tainment  and  dance  which  took  place  on  Thursday  evening, 
November  16th,  which  was  attended  by  the  entire  convention. 
During  the  banquet,  past  President  Kenneth  N.  Rider  was  called 
upon  to  present  a  handsome  plaque  to  “Colonel”  Bert  Powers  for 
distinguished  service  to  the  canning  industry  of  the  State  of 
Indiana.  Mr.  Powers  was  taken  by  surprise  and  so  appreciative 
that  acknowledgment  was  sincerely  difficult. 

Resuming  the  meeting  on  Friday  morning,  Mr.  Lew  Weiner  of 
the  American  Can  Company  presented  an  interesting  paper  on 
the  status  of  Federal  standards  under  the  new  Food  and  Drug 
Act,  which  is  published  elsewhere  in  this  issue.  Mr.  Wilfred 
Jessup,  Director  of  the  Indiana  Employment  Compensation 
Division,  gave  an  interesting  discourse  on  the  history  of  Social 
Security  effort  and  explained  the  requirements  of  the  Act. 

Mr.  Carlos  Campbell,  Director  of  the  Division  of  Statistics  of 
the  National  Canners  Association,  presented  tables  to  show  the 
uses  made  of  the  1937  tomato  crop  as  a  percentage  of  I’eported 
production  and  quoted  figures  to  show  11,690,000  cases  of  tomato 
stocks  on  hand  as  of  November  1,  1939.  These  latter  figures 
will  be  found  in  detail  elsewhere  in  this  issue. 

In  tribute  to  deceased  members  the  following  resolution  was 
unanimously  adopted:  Whereas  the  all  wise  Providence  has 
seen  fit  to  take  from  our  midst  John  Henry,  C.  E.  Hoagland  and 
Robert  Francis: 

Be  it  resolved  that  the  Indiana  Canners  Association  in  meeting 
this  17th  day  of  November,  1939,  acknowledges  its  losses  and 
extends  its  sympathies  to  their  families  in  separate  resolution. 

THE  ELECTION 

Officers  elected  are  Noble  Ritchey,  Franklin,  President;  A.  F. 
Dreyer,  Indianapolis,  Vice-President,  and  Robert  L.  Jackson, 
re-appointed  Secretary-Treasurer.  The  Board  of  Directors, 
including  the  newly  elected  members,  are:  Noble  Ritchey,  Frank¬ 
lin;  A.  F.  Dreyer,  Indianapolis;  Azel  Hiatt,  Swayzee;  Charles 
Kessler,  Faii’mont;  Paul  Wolf,  Gwynneville;  Ralph  Butterfield, 
Eaton;  Ray  Hayes,  Evansville;  John  Donnelly,  Flat  Rock  and 
Roy  Laughlin,  Elwood. 

HIGH  CUN 

Forst  R.  Thomas,  Shelbyville,  Indiana,  Piedmont  Label  Com¬ 
pany’s  genial  representative,  took  down  a  beautiful  Ithaca 
Pump  Gun  for  high  gun  at  the  trap  shoot  of  the  Indiana  Canners 
Association  held  Wednesday  afternoon,  November  15th,  the  day 
preceeding  the  Association’s  meeting.  Forst  was  as  tickled  as  a 
kid  with  a  new  toy,  ask  him  about  it.  H.  W.  Dice,  Rossville, 
Indiana,  fertilizer  salesman  with  Smith  Agricultural  Chemical 
Company,  Indianapolis  and  State  Trap  Champion,  took  a  Win¬ 
chester  Pump  Gun  as  his  selection.  The  shoot  now  an  annual 
affair  was  a  very  enjoyable  occasion. 

ECONOMY  TO  HOLD  OPEN  HOUSE 

The  Economy  Wholesale  Grocery  Company,  a  prominent 
retailer-owned  wholesale  grocery  house  of  Altoona,  Pa.,  will 
dedicate  its  new  and  modern  warehouse  there  on  December  1st, 
2nd  and  3rd,  holding  open  house  for  the  reception  of  manufac¬ 
turers,  their  representatives  and  individual  grocers  and  business 
friends.  The  affair  is  to  be  concluded  with  a  banquet  at  the 
Penn  Alto  Hotel  on  the  evening  of  December  3rd. 
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Status  Federal  Standards 

An  Address  Given  at  the  Fall  Meeting  of  the  Indiana  Canners  Association,  Claypool  Hotel, 

Indianapolis,  Indiana.  November  17,1939 

by  LAW  WEINER 

Research  Department — American  Can  Company 


IN  recent  months  considerable  space  has  been  devoted  in  the 
trade  journals  to  lengthy  discussions  of  the  Federal  Food, 
Drug  and  Cosmetic  Act  of  1938.  Editorial  comments  have 
indicated  that  many  in  the  food  industry  have  felt  that  this  new 
law  vested  extraordin.-^ry  powers  in  the  various  governmental 
departments  that  would  work  a  hardship  on  our  industry.  Some 
have  even  ventured  the  opinion  that  federal  activity  would 
gradually  strangle  the  food  packing  industry.  Such  a  view¬ 
point  is  not  wholly  unwarranted  when  we  consider  the  host  of 
ever  changing  laws  and  regulations  under  which  this  industry 
must  operate.  However,  from  an  unbiased  viewpoint,  we  cannot 
fail  to  appreciate  that  the  new  food  law  will  bring  about  the 
establishment  of  better  manufacturing  practice  in  some  quarters 
and  subsequently  increased  consumer  confidence  in  canned  foods 
which  coupled  with  the  return  of  better  general  business  condi¬ 
tions  will  increase  the  public  demand  for  our  commodities. 

Those  who  have  closely  followed  the  new  regulations  for 
specific  canned  foods  that  have  been  promulgated  up  to  the 
present  time  know  the  amount  of  time  and  energy  devoted  to 
the  public  hearings,  by  representatives  of  the  National  Canners 
Association,  government  officials  and  individual  canners  in 
arriving  at  workable  regulations.  You  will  recall  that  when  the 
McNary-Mapes  Amendment  to  the  Food  and  Drug  Law  of 
1906  was  enacted  that  some  time  was  required  to  work  out 
those  regulations.  So  it  may  be  expected  that  the  establishment 
of  more  specific  definitions  and  regulations  under  the  new  law 
for  the  more  than  300  canned  foods  will  be  a  time-consuming 
task. 

As  far  as  peas,  corn,  pumpkin,  tomatoes  and  tomato  products 
are  concerned,  which  comprise  the  principle  volume  items  of 
canned  foods  widely  packed  in  Indiana,  the  only  new  federal 
regulations  that  have  been  promulgated  so  far  pertain  to 
tomatoes  and  tomato  products.  Public  hearings  have  been  held 
to  present  evidence  used  in  drafting  regulations  for  peas  and 
corn,  but  no  formal  regulations  have  yet  been  promulgated  for 
these  products.  No  hearings  have  been  called  up  to  the  present 
time  for  canned  pumpkin  and  squash.  It  will  be  noted  in  the 
following  discussion  that  the  new  Federal  regulations  which 
have  been  promulgated,  as  well  as  the  proposed  regulations,  are 
more  explicit  in  their  specifications  than  any  of  the  former 
McNarry  Mapes  rulings  covering  any  given  canned  product. 

TOMATOES — Considering  for  a  moment,  the  regulations  for 
canned  tomatoes,  some  noticeable  changes  exist  under  the  new 
definition  and  standards  of  identity  as  compared  with  the  former 
McNary-Mapes  regulations  for  this  product.  In  the  first  place, 
the  drained  weight  of  the  canned  tomatoes  shall  not  be  less  than 
oO  per  cent  of  the  total  weight  of  water  required  to  fill  the 
container.  Under  the  former  regulation,  the  drained  weight 
requirement  was  only  50  per  cent  of  the  weight  of  the  can 
contents.  Furthermore,  in  determining  the  drained  weight  the 
new  regulations  depart  from  the  former  technique  in  requiring 
that  the  drained  weight  screen  be  tipped  to  facilitate  drainage 
of  the  liquid  which  will  have  a  tendency  to  lower  the  drained 
weight  somewhat.  In  actual  figures  this  means  that  under  the  new 
requirements  the  drained  w'eight  of  a  No.  2  can  of  tomatoes 
must  be  at  least  10.3  ounces  avoirdupois,  while  formerly  the 
required  minimum  drained  weight  varied  over  a  narrow  range 
which  was  fixed  by  the  actual  net  contents  of  the  can.  Thus, 
assuming  a  label  weight  and  can  contents  of  19  ounces  avoirdu¬ 
pois,  the  minimum  drained  weight  allowable  was  9.5  ounces 
avoirdupois.  This  increase  of  practically  0.8  ounces  means  that 
the  tomato  packer  will  have  to  give  particular  attention  to  the 


type  of  tomatoes  that  are  grown  for  packing  since  it  is  a 
well  established  fact  that  some  varieties  are  thin  walled  and 
possess  large  seed  cells  making  them  quite  susceptible  to  loss 
of  solidity  and  correspondingly  low  drained  weights.  Careless 
workmanship  in  peeling,  coring,  trimming,  packing  and  retarded 
cooling  practices  should  be  avoided  in  order  to  minimize  the 
structural  breakdown  of  the  fruit.  The  harvesting  condition  of 
the  fruit  as  well  as  abnormalities  in  the  shape  of  the  specific 
variety  adversely  affect  the  solidity  of  the  canned  product. 

With  regard  to  the  color  stipulation  of  the  new  regulations, 
some  slight  changes  have  occurred  whereby  the  exposed  portion 
of  the  proper  yellow  Munsell  color  disc  does  not  exceed  %  of 
the  total  area  of  the  disc.  Under  the  former  McNary-Mapes 
color  regulations,  the  exposed  portion  of  the  yellow  color  disc 
should  not  exceed  that  of  the  red  color  disc.  In  both  regula¬ 
tions,  the  exposed  portion  of  the  proper  red  Munsel  color  disc 
should  be  at  least  Vz  of  its  total  area  for  minimum  color  require¬ 
ments.  Illustrating  this  change  by  extreme  examples  and  disre¬ 
garding  the  amount  of  gray  or  black  Munsell  colors  used  to 
exactly  match  the  color  of  the  canned  tomatoes,  the  outside  limit 
of  the  McNary-Mapes  color  regulation  would  have  been  a  50-50 
combination  of  red  and  yellow  while  the  present  regulations 
require  the  exposition  of  at  least  \z  red  and  not  more  than 
Vz  yellow,  respectively.  In  effect,  the  new  regulations  require 
more  red  color  in  canned  tomatoes  than  heretofore. 

Meeting  the  present  minimum  color  regulation  is  again  depen¬ 
dent  upon  the  raw  material.  Experience  has  shown  that  the 
color  in  canning  varieties  of  tomatoes  is  adversely  affected  by 
a  poor  type  and  condition  of  the  soil,  diseased  vines,  early  de¬ 
foliation  and  excessive  heat.  Some  of  these  factors  are  beyond 
the  control  of  the  canner,  but  proper  attention  to  harvesting, 
culling-out  poorly  colored  fruit  and  inspection  of  peeled  stock 
prior  to  packing  will  do  much  to  improve  the  color  of  the 
canned  product. 

The  regulations  on  peel  have  also  been  changed  somewhat. 
Formerly,  the  amount  of  peel  should  not  exceed  more  than  3 
square  inches  per  pound  net  contents  for  any  one  container  and 
could  not  average  in  a  given  lot  more  than  1  square  inch  per 
pound  net  contents.  Under  the  present  regulation  not  more 
than  1  square  inch  per  pound  net  contents  per  container  is 
allowed. 

Thus,  the  new  regulation  has  decreased  the  amount  of  allow¬ 
able  peel  in  a  given  container  and  has  withdrawn  any  considera¬ 
tion  of  the  average  amount  of  peel  in  a  given  lot  of  canned 
tomatoes.  In  other  words,  if  excessive  peel  is  found  in  a  given 
amount  of  canned  tomatoes,  all  cans  will  now  be  subject  to  a  sub¬ 
standard  labeling  legend  in  the  manner  specified.  Freedom  from 
peel  in  the  can  is  again  a  matter  of  workmanship  and  inspection. 
The  new  regulations  on  canned  tomatoes  also  define  canned 
tomatoes  and  specifically  enumerate  a  list  of  optional  ingredients 
which  may  be  added  by  the  packer  if  desired.  Certain  optional 
ingredients  such  as  salt  do  not  have  to  be  declared  on  the  label. 
Other  optional  ingredients  such  as  spices,  flavorings,  liquid 
strained  from  sound  peeling  and  cores,  etc.,  must  be  declared  on 
the  label  and  a  suitable  form  of  declaration  is  included  in  the 
standard  of  identity. 

JUICE — The  newly  promulgated  regulations  for  tomato  juice 
are  without  precedent  since  there  having  been  no  prior  Food  and 
Drug  definitions  or  standards  of  identity  established  for  this 
product  with  the  exception  of  a  former  ruling  handed  down  by 
the  Food  and  Drug  Administration  in  which  added  water  in 
tomato  juice  was  deemed  an  adulteration.  The  new  standard  of 
identity  for  tomato  juice  needs  no  discussion  as  it  is  clearly 
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defined  and  excludes  any  method  of  manufacture  which  would 
foster  adulteration  of  the  product  with  water. 

The  public  hearings  and  filing  of  briefs  on  tomato  puree  or 
tomato  pulp  evoked  much  interest  from  all  quarters  in  attempt¬ 
ing  to  formulate  regulations  for  this  product.  Violent  objections 
were  raised  by  canners  to  the  use  of  the  term  “tomato  by- 
pi’oducts”  with  the  result  that  this  term  which  was  incorporated 
in  the  proposed  regulations  was  deleted  in  the  promulgated 
standard  and  the  phrase  “residual  tomato  material”  substituted 
when  evidence  established  the  fact  that  a  tomato  by-product  was 
a  misnomer.  In  addition,  the  filing  of  objections  with  regard  to 
a  9  per  cent  minimum  salt-free  tomato  solids  as  set  forth  in  an 
early  proposal  of  identity  brought  about  the  promulgation  of  a 
standard  based  on  established  trade  practice  setting  the  range  of 
salt-free  tomato  solids  to  between  8.37  per  cent  and  25  per  cent 
for  tomato  puree  or  tomato  pulp.  Based  on  the  revamped  stan¬ 
dard  of  identity,  labeling  of  optional  ingredients  establishing  the 
source  of  juice  for  tomato  puree  now  provide  for  the  use  of 
residual  tomato  material  from  canning  and/or  juice  extraction. 

Similar  to  the  proceedings  on  tomato  puree,  the  proposed 
standard  of  identity  for  tomato  paste  was  vigorously  contested. 
Evidence  was  presented  in  the  hearings  and  the  briefs  to  bring 
about  deletion  of  the  term  “tomato  by-products”  and  to  prevent 
the  establishment  of  a  higher  minimum  total  solids  content  for 
this  product  than  it  was  shown  to  actually  exist  under  present 
manufacturing  practice.  In  the  promulgated  standards  mention 
of  the  term  tomato  by-products  was  deleted  but  the  minimum 
content  of  salt-free  tomato  solids  was  established  at  25  per  cent 
which  is  somewhat  higher  than  generally  practiced  in  the  past. 
Regulations  establishing  standard  of  identity  for  tomato  paste 
provide  for  suitable  label  declaration  of  all  optional  ingredients 
recognized  in  the  standards  with  the  exception  of  salt.  Salt  may 
be  used  without  indicating  its  presence.  The  optional  ingredients 
which  must  be  declared  on  the  label  are  residual  tomato  material 
from  canning  and/or  partial  juice  extraction,  spices,  fiavoring 
and,  finally,  baking  soda  when  used  to  partially  neutralize  the 
acidity  of  the  product.  In  keeping  with  a  former  Food  and 
Drug  ruling,  the  addition  of  color  to  tomato  paste  will  be  con¬ 
sidered  an  adulteration  of  this  product.  The  establishment  of  a 
minimum  of  25%  solids  content  for  tomato  paste  has  set  a  new 
standard  for  this  product. 

CATSUP — The  promulgated  regulations  for  tomato  catsup 
establishing  a  standard  of  identity  and  required  label  declara¬ 
tion  of  optional  ingredients  for  this  product  were  also  evolved 
only  after  considerable  discussion  of  the  proposed  standards. 
The  industry  was  successful  in  having  the  term  “tomato  by¬ 
products”  deleted  and  the  use  of  a  mixture  of  cane  sugar  and 
dextrose  incorporated  in  the  list  of  optional  ingredients.  Under 
the  new  regulation  it  is  no  longer  necessary  to  declare  on  the 
label  the  use  of  salt,  sugars,  vinegars  and  spices  or  fiavorings 
for  tomato  catsup  since  these  ingredients  are  now  considered  to 
be  necessary  to  the  formulation  of  the  product  and,  as  such, 
are  a  part  of  its  standard  of  identity.  However,  it  will  be 
necessary  to  make  label  declaration  of  the  use  of  optional  ingredi¬ 
ents  such  as  the  use  of  residual  tomato  material  from  canning 
and/or  partial  juice  extraction. 

The  newly  promulgated  standards  for  tomatoes  and  the  afore¬ 
mentioned  tomato  products  ai*e  effective  January  1,  1940 
regardless  of  when  such  products  were  packed. 

PEAS — Another  canned  food  that  m.ay  be  considei'ed  a  major 
product  in  Indiana  is  canned  peas.  Public  hearings  were  held 
last  spring  for  this  product  and  only  last  week  did  a  proposed 
standard  of  identity  appear  for  canned  peas.  Many  controversial 
points  arose  in  attempting  to  draft  workable  regulations  and 
considerable  evidence  was  presented  by  the  industry  for  this 
product.  The  proposed  standard  of  identity  for  peas  makes 
provision  for  Alaska  or  other  smooth  skin  varieties,  sweet  or 
wrinkled  varieties  both  as  the  succulent  or  as  the  dried  pi’oduct, 
the  use  of  salt  and  cane  sugar  and/or  dextrose  as  usual  ingredi¬ 
ents,  and  flavoring,  spices  and  numerous  condimental  seasoning 
as  optional  ingredients.  Label  declaratioins  are  required  to 
designate  whether  the  peas  are  “Early”  or  “Sweet”  or  “Dried” 
in  the  case  of  dried  peas.  Optional  ingredients  such  as  spices, 
flavorings,  and  condimental  seasonings  will  also  require  label 
declarations  under  these  proposals  which  compare  favorably 
with  the  evidence  presented  at  the  hearing. 


As  yet,  no  regulation  with  respect  to  standard  of  quality  and 
fill  of  container  have  been  proposed  for  peas  although  canners 
have  already  contributed  a  great  deal  of  information  based  on 
actual  packing  experience  which  it  is  hoped  will  result  in  work¬ 
able  regulations  covering  these  phases.  For  instance,  it  was 
borne  out  in  testimony  that  the  government’s  proposed  limit  for 
spotted  peas  of  1  per  cent  of  the  total  drained  weight  would  work 
a  hardship  on  this  industry  inasmuch  as  it  was  found  by  actual 
tests  that  the  proposed  limit  would  permit  only  approximately 
10,  8  and  5  spotted  peas  in  a  No.  2  can  of  No.  4,  No.  5  and  No.  6 
sieve  peas,  respectively.  If  discolored  peas  as  well  as  spotted 
peas  are  to  be  considered  in  the  regulation  many  canners  favored 
the  former  McNary-Mapes  ruling  wherein  such  peas  do  not 
exceed  4  per  cent  of  the  drained  weight. 

The  early  government  proposal  of  0.1  per  cent  by  weight  of 
extraneous  material  based  on  the  drained  weight  of  peas  was 
thought  to  be  too  drastic  a  regulation  by  many  canners  and  it 
was  therefore  suggested  by  the  industry  that  a  limit  of  at  least 
0.3  per  cent  be  specified.  This  would  mean  that  about  0.04  ounces 
of  extraneous  material  per  can  would  be  allowed  instead  of  0.01 
ounce  as  first  proposed  when  assuming  an  average  drained 
weight  of  13.6  ounces  of  peas  for  the  No.  2  can.  Serious  objection 
was  taken  to  the  early  proposal,  that  only  5  per  cent  split  skins 
ruptured  to  the  extent  of  1/16  inch  or  more,  would  be  allowed  in 
sweet  peas,  while  25  per  cent  would  be  allowed  in  Alaska  peas. 
The  industry  proposed  that  the  former  McNary-Mapes  ruling 
of  this  defect  be  adhered  to  in  a  new  regulation  wherein  the  limit 
of  split  skins  was  placed  at  25  per  cent  of  the  peas  in  the  can 
irrespective  of  the  variety.  It  seemed  agreeable  to  pea  canners 
from  various  sections  to  place  the  count  limit  of  hard  or  mature 
peas  at  10  per  cent  and  the  alcohol-insoluble  solids  content  of 
Alaska  peas  at  23.5  per  cent  and  at  21  per  cent  for  sweet  peas. 

CORN — Concerning  canned  corn,  a  fourth  major  canned  prod¬ 
uct  of  Indiana,  it  should  be  noted  that  there  were  no  regulations 
established  under  the  former  McNary-Mapes  Amendment  for 
this  product  and,  therefore,  no  precedent  had  been  established 
on  which  to  base  the  new  regulations.  A  regulation  has  been 
proposed  for  canned  sweet  corn  and  field  corn  covering  defini¬ 
tions  and  standards  of  identity  as  well  as  label  statements  of 
optional  ingredients  and  optional  forms  of  ingredients  for  these 
products.  These  proposals  are  based  on  the  evidence  presented 
at  the  public  hearings  held  last  spring  when  numerous  canned 
vegetable  products  were  considered.  The  first  controversial 
point  raised  was  the  common  or  usual  name  for  yellow  or 
golden  varieties  of  sweet  corn.  Government  witnesses  proposed 
that  the  term  “yellow”  more  definitely  described  the  golden 
varieties  while  representatives  of  the  industry  contended  that  the 
term  “golden”  was  the  usual  or  common  name  associated  with 
the  canned  golden  varieties  of  corn  such  as  Golden  Bantam, 
Golden  Cross  Bantam,  etc.  The  industry  protested  against  a 
change  to  the  term  “yellow”  since  considerable  consumer  confu¬ 
sion  would  be  created.  It  was  further  pointed  out  by  canners 
that  the  State  and  Federal  Agricultural  Experiment  Stations 
had  used  the  term  “golden”  throughout  their  work  in  developing 
strains  of  yellow  sweet  corn  and  that  “golden”  had  served  to 
differentiate  yellow  sweet  corn  from  yellow  field  corn  by  agri¬ 
cultural  experts,  educators,  scientists,  seed  breeders,  farmers, 
canners,  brokers  and  jobbers,  wholesalers,  and  retailers. 

A  second  controversial  point  was  the  government’s  proposal  of 
the  term  “crushed”  instead  of  “cream  style”  since  it  was  thought 
by  certain  officials  that  “crushed”  more  closely  designated  the 
mechanical  operation  used  in  preparing  this  type  of  product. 
The  industry  presented  evidence  based  on  years  of  experience 
to  show  that  the  term  “cream  style”  was  the  common  and  usual 
name  of  this  form  of  product  and  the  consumer  was  accustomed 
to  associate  the  phrase  “cream  style”  with  a  particular  style 
of  corn. 

In  spite  of  the  evidence  that  was  presented  which  was  further 
fortified  by  an  analysis  of  grocers’  advertising  of  canned  corn 
in  36  states  in  which  “golden”  and  “cream  style”  were  shown 
to  be  the  usual  and  common  designation  for  certain  types  of 
canned  corn,  the  proposed  regulations  stipulate  the  terms  “yellow 
corn”  or  yellow  sweet  corn,”  “white  corn”  or  “white  sweet  corn” 
and  “field  corn”  in  the  definitions  and  standards  of  identity  for 
various  canned  corn  products. 

(Continued  on  Page  22) 
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CANNERS  FORM  SALES  OUTLET 

Country  Gardens,  Inc.,  has  been  formed  at  Gillett,  Wisconsin, 
as  the  sales  outlet  for  Gillett  Canning  Company  and  the  Coleman 
Canning  Company,  which  canneries  will  continue  to  exist  as 
producing  units.  General  offices  will  be  maintained  at  Gillett, 
Wisconsin  for  the  present.  The  officers  are:  President,  Norman 
0.  Sorensen;  Vice-President,  F.  F.  Mohr;  Secretary,  C.  I.  Smith, 
and  Treasurer,  Joseph  Horick.  The  additional  Directors  are: 
G.  M.  Ellingson,  Enos  Colburn,  and  George  Hansen.  The  sales 
corporation  will  actively  merchandise  the  “Country  Garden” 
brand  in  selected  markets,  using  radio  as  the  medium.  The 
company  will  continue  to  aggresively  seek  to  supply  whole¬ 
salers  brands  as  has  been  done  since  1911.  The  Cramer-Krasselt 
Company  of  Milwaukee  is  the  advertising  agency. 

P.  K.  ARTHUR  SALES  MANAGER 

P.  K.  Arthur,  well  known  in  Maryland,  Virginia,  Ohio,  Indiana 
and  points  North,  South,  East  and  West  is  back  at  his  old 
love,  “labels.”  P.  K.  is  sales  manager  for  Price  Bros.  Label 
Company,  with  headquarters  at  Bridgeton,  New  Jersey. 

SILBER  JOINS  CALKINS  STAFF 

Arthur  Silber  formerly  with  Messcher  Brokerage  Company, 
and  well  know  to  the  Chicago  trade,  has  joined  the  sales  staff  of 
Calkins  Company,  Chicago  food  brokers. 

A.  &  P.  OPENS  FOUR  DETROIT  SUPERS 

The  Great  Atlantic  &  Pacific  Tea  Company  is  opening  four 
new  super  markets  in  Detroit  at  3600  Cass  Ave.,  17120 
E.  Kerchedal  Ave.,  11333  Hamilton  Ave.,  and  8355  Plymouth 
Road. 

FEICE  CHICAGO  SALES  MANAGER 

Rudy  Feige,  genial  mid-western  representative  for  Michael- 
Leonard  Seed  Company,  has  been  recently  made  sales  manager 
of  the  Chicago  branch  of  that  company. 

DRIEHORST  OFFICIAL  OF  WEST  VIRGINIA  RETAILERS 

W.  A.  Driehorst,  President  of  the  Wheeling  (W.  Va.)  Whole¬ 
sale  Grocery  Company,  has  been  elected  Vice-President  of  the 
West  Virginia  Association  of  Retail  Grocers. 

ALTOONA  GETS  NEW  SUPER  MARKET 

Shaffer  Stores  Company  have  opened  a  modern  super  market 
at  Tuckahoe  &  Fourth  Streets,  Altoona,  Pa. 

S.  P.  LANDRETH  BACK  AT  DESK 

Mr.  S.  Phillips  Landreth,  D.  Landreth  Seed  Company,  after 
a  two  months  vacation  and  rest,  is  back  on  the  job  now  and 
feeling  hale  and  hearty. 

MEMORIES 

The  receipt  of  a  check  for  the  year’s  subscription  from  the 
Keokuk  Canning  Company,  Keokuk,  Iowa,  made  us  pause  this 
week,  and  wonder  when  this  fine  old  firm  first  began  taking, 
and  paying  for.  The  Canning  Trade,  then  known  as  the  Trade. 
One  of  the  first  jobs  Ye  Editor  had,  was  taking  and  entering 
subscriptions,  and  later  writing  out  the  mailing  list.  He  was 
a  mere  kid,  that’s  sure.  This  check  is  signed  by  Lees  Ballinger. 
What  memories  that  name  brings  back  to  oldsters?  His  father, 
Mr.  Ballinger,  was  one  of  the  big  figures  of  the  early  canning 
industry,  along  with  Trego,  Polk,  and  E.  S.  Judge,  in  the 
formation  of  the  Western  Canners  Association,  and  of  many 
other  canners’  associations — laying  the  foundation  on  which 
the  present  great  canning  industry  has  been  built.  And  the 
check  continues  to  come  in  without  interruption  to  pay  the 
yearly  subscription.  We  take  it  as  an  honor. 


READY-TO-SERVE  RICE  NOW  BEING  CANNED 

The  rice  and  canning  industries  have,  for  years,  been 
challenged  by  what  appeared  to  be  insurmountable  obstacles  in 
the  canning  of  cooked  rice.  Packers  who  tried  generally  had 
their  pioneering  efforts  result  only  in  failure  due  to  spoilage 
and  inability  to  produce  a  fine,  fluffy  and  easily  separated 
product.  In  1937  there  came  upon  the  scene  the  Redi-Rice 
Company,  Houston,  Texas,  with  a  patented  cooking  process 
which  permitted  rice  to  be  successfully  canned. 

“REDI-RICE”  is  the  appropriate  brand  name  given  this  com¬ 
modity.  It  retails  at  an  average  of  about  eight  cents  per  12-oz. 
can,  containing  from  four  to  five  servings,  and  offers  con¬ 
venience  as  its  number  one  benefit  to  housewives.  Appealing 
virtues  inherent  in  the  product  are:  (a)  Consistent  uniform 
quality  of  rice;  (b)  Thorough  cooking,  which  leaves  each  grain 
separate  and  so  tender  it  can  be  mashed  down  between  the 
fingers;  (c)  Removal  of  most  of  the  starch  and  “gumminess” 
during  cooking  process;  (d)  Sealing  of  moisture  in  each  grain 
so  that  when  a  can  of  REDI-RICE  is  opened  and  heated,  the 
rice  fluffs  up;  (e)  Perfect  taste  and  adaptability  for  both  hot 
and  cold  dishes. 

Distribution  through  chains  and  independent  outlets  is  being 
steadily  widened. 

SENNOTT  MINNESOTA  VALLEY  REPRESENTATIVE 

Robert  F.  Sennott  has  become  affiliated  with  the  Minnesota 
Valley  Canning  Company  to  contact  the  retail  trade  in  the 
Chicago  area. 

INVESTIGATING  POSSIBILITIES  FOR  CANNING 
TROPICAL  PRODUCE 

Frank  C.  Kugelberg,  official  of  San  Francisco  importing  firm, 
recently  showed  colored  moving  pictures  of  Java  at  the  Alexan¬ 
der  G.  Weygers’  Studio  in  Berkeley,  California.  Mr.  Kugelberg 
was  introduced  by  A.  G.  Caldwell,  exporter  of  food  packing 
machinery.  Special  trade  interest  in  the  showing  was  lent  by 
the  fact  that  Mrs.  Weygers  is  at  present  in  Batavia,  Java, 
intent  on  exploring  the  possibilities  of  canning  tropical  produce. 
Before  departing  from  Berkeley,  in  July,  she  was  a  student  at 
the  University  of  California,  under  Prof.  W.  V.  Cruess,  fruit 
technologist,  taking  a  post  graduate  course  in  food  chemistry. 

SAUERKRAUT  SALES  CONTEST  WINNER 

The  interest  displayed  in  Canco’s  regular  display-letter  con¬ 
test  featuring  canned  sauerkraut  by  grocers  surpassed  all  pre¬ 
vious  contests.  The  letters  showed  a  genuine  interest  tin 
pushing  this  zesty  accompaniment  for  savory  pork  dishes  which 
is  so  popular  during  the  cold  months  of  the  year.  Replies  came 
from  thirty-one  states  in  the  U.  S.  with  New  York,  Texas, 
Pennsylvania  and  Missouri  in  the  lead.  This  should  certainly 
prove  that  canned  sauerkraut  has  many  ardent  boosters  in  all 
parts  of  the  country.  The  first  prize  ($25)  was  awarded  to  Mr. 
Isadore  Rissien,  of  the  Ida  Rissien  Food  Market,  1317  Forest 
Avenue,  Des  Moines,  Iowa  .  Second  prize  ($10)  went  to  Mr. 
E.  A.  Brown,  of  the  Supreme  Market,  1238  Taylor  Street,  San 
Francisco,  California.  Ten  additional  five  dollar  prizes  were 
awarded  to  Mr.  Warren  J.  Hammel,  Denver,  Colorado;  Mr.  R. 
H.  Boldt,  Jr.,  Chicago,  Illinois;  Mr.  Lester  Cockroft,  Lawrence, 
Massachusetts;  Mr.  Edward  J.  Duffy,  Norristown,  Penn¬ 
sylvania;  Mr.  Abe  Click,  Pittsburgh,  Pa.;  Mr.  W.  F.  Reese, 
Whitewater,  Wisconsin;  Mr.  Phil  Rentchler,  Clinton,  Missouri; 
Mr.  Charles  Hausmann,  Athol,  Massachusetts;  Mr.  Clarence 
Herbert,  Greenville,  Michigan,  and  Mr.  Arthur  Kittower, 
Brooklyn,  New  York. 
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PHILLIPS  CAl^  COMPAIVY 

•Manufacturers  of  (Packers  Sanitary  Cans 


.  .  ^iviiion  of  ike  . . 

PHILLIPS  PACKIIMG  COIHPAl\IY,  Inc. 

'Packen  of  Pkillips  Delicious  Qualitif  Canned  ^ooJs 

CAMBRIDGE  •  MARYLAND.  C.S.A. 


ITS  ECONOMICAL  TO 

BUY  the  BEST 

that  means 

KYLER 

LABELERS  and  BOXERS 

BEGIN  TO  SAVE  ON  YOUR  COSTS 
BUY  KYLER  MACHINES  .... 

^'They  have  everything  with  half  the  parts.^^ 

WESTMINSTER  MACHINE  WORKS 

Labeling  and  Boxing  Machine  Manufacturers 

Westminster,  Maryland,  U.S.A. 


the  TAPER  TIP  ..  . 

CORN  TRIMMER 

will  cut  away  only  the  worm  eaten  tip  of  the  ear, 
savins  much  sood  corn,  that  is  lost  in  hand  trimming. 
The  tapered  ear  leads  the  cutter  knives  into  the  corn 
— not  into  the  cob,  eliminating  clogging  of  cutters  and 
resulting  in  5%  to  S%  more  cases  per  ton,  saving  its 
cost  many  times  over  while  improving  quality. 

We  would  like  to  tell  you  more. 

THE  SINCLAIR-SCOTT  CO. 

“The  Original  Grader  House” 

BALTIMORE,  MARYLAND 
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THE  MARKETS 

IN  THE  LEADING  CANNED  FOODS  CENTERS 


WEEKLY  REVIEW 

Market  Unchanged  and  Very  Firm — First  Lesson  in  Better 
Selling — Statistics  Prove  the  Strength  of  all  Canned  Foods. 

Holidays — There  are  no  market  changes  worth 
reporting  this  week,  and  doubtless  that  condition 
will  continue  until  after  the  turn  of  of  the  year,  if 
the  reports  regarding  the  buyers  are  true.  That  presents 
an  excellent  opportunity  for  canners  to  begin  putting  in 
force  their  new  resolution:  25  per  cent  of  their  time 
to  production,  and  75  per  cent  to  better  selling,  mer¬ 
chandising. 

Lesson  No.  1:  Once  they  have  begun  this  study  in 
earnest  a  whole  vista  of  new  possibilities  will  open  be¬ 
fore  them.  Stocks  of  all  canned  foods  have  been  sold 
down  so  well  that  the  vast  majority  of  canners  are  able 
to  stand  firmly  for  their  prices;  from  this  comes  the 
strength  of  the  market.  But  there  is  a  danger  in  this. 
One  of  the  chief  means  employed  by  the  buyers — and 
remember  all  buyers  are  your  friendly  enemies,  i.e., 
the  buyer  wants  to  get  the  goods  at  the  lowest  possible 
price,  and  on  the  other  hand  you  want  to  get  the  highest 
possible  price ;  that  makes  the  game.  So  what  is  more 
natural  than  that  the  buyer  should  pretend,  or  at  least 
greatly  over-emphasise  the  case,  that  he  does  not  need 
the  goods.  So  he  draws  out  of  the  market,  refusing  to 
buy.  He  hopes,  of  course,  that  you  or  someone  else  will 
weaken,  and  drop  your  prices.  Recall  that  that  squeeze 
play  is  the  mainstay  of  the  great  chains,  especially  in 
the  buying  of  fresh  fruits  and  vegetables  because  when 
they  are  ready  they  must  be  marketed,  and  well  the 
chains  know  it.  But  that  handicap  does  not  apply  to 
canned  foods.  They  can  wait  unchanged  for  months  or 
years,  and  if  the  canners  are  not  forced  financially  to 
convert  into  cash  there  can  be  no  reason  for  a  break  in 
the  market  prices.  Unfortunately  it  often  seems  that 
canners  merely  grow  impatient  with  no  sales  coming 
in,  even  when  they  do  not  need  the  money,  at  least  des¬ 
perately.  Of  course  they  are  hounded  by  the  commis¬ 
sion-hungry,  free-lance  brokers  who  are  in  effect,  at 
least,  the  agents  of  the  buyers,  and  that  tempts  them 
lo  yield. 

But  now  that  the  canners  are  awakening  to  better 
selling  means  and  methods  they  ought  to  learn  that  the 
best  way  to  fight  the  devil  is  with  fire.  And  from  now 
until  the  1st  of  the  year  presents  a  wonderful  oppor¬ 
tunity.  They  are  fairly  comfortable  as  to  cash,  and  if 
not  could  borrow,  on  warehouse  receipts,  enough  to  see 
the  game  through.  Then,  let  them  close  their  ware¬ 
houses,  and  say  they  are  out  of  the  market,  as  the 
buyers  now  say.  There  are  monthly  carrying  charges 
on  the  goods,  and  such  should  be  added  to  the  present 


prices ;  so  that  buyers  would  realize  that  January  prices 
will  average  better  than  10  cents  per  dozen  higher  than 
now.  The  goods,  due  to  low  supplies,  are  really  worth 
that  jump,  and  the  jobbers  know  it. 

So  when  you  lock  your  warehouses,  and  withdraw 
from  the  market,  mark  up  your  prices,  and  notify  your 
brokers  of  the  new  list.  We  doubt  if  the  industry  can 
keep  its  warehouses  closed  even  a  few  days,  but  this  is 
where  your  backbone  will  show.  You  will  have  offers 
to  buy,  at  the  new  prices,  for  delivery  after  Jaunary  1st, 
and  if  that  suits  you,  let  them  go.  You,  as  canners,  are 
in  command  of  the  market,  if  you  but  know  it,  and  have 
the  courage  to  make  the  best  of  it.  Never  mind  some 
sales  by  hard  pressed  canners,  or  by  interests  who  own 
or  control  canneries  for  the  sake  of  having  goods  to 
break  the  market.  Put  your  time  in  running  down  these 
rumor-mongers,  both  as  to  prices  and  as  to  the  quality 
sold  at  the  low  prices,  and  you  will  find  it  financially 
very  beneficial.  There  are  a  lot  of  weasels  and  jackals 
trying  to  break  into  your  storehouse ;  this  is  the  gunning 
season. 

STATISTICS — The  National  Canners  Association, 
through  its  Division  of  Statistics,  has  just  issued  a  lot 
of  interesting  ones.  Tomatoes,  for  instance,  show  stocks 
on  hand  as  of  November  1st,  11,690,000  cases — to  supply 
the  market  for  nine  whole  months.  The  tomato  packs 
of  ’34,  ’35,  ’36  and  ’37,  approximating  25  million  cases 
each  year,  were  eaten  up  with  no  appreciable  carry¬ 
over  into  any  following  year.  Somehow  the  smaller 
pack  of  ’38,  (22,960,184  cases)  left  a  carry-over.  But 
that  is  now  all  absorbed.  The  consumption  of  canned 
tomatoes  has  approximated  2  million  cases  of  tomatoes 
per  month.  And  now  with  war,  better  employment, 
and  more  money  to  spend,  and  better  quality  in  the 
cans,  that  average  may  easily  be  exceeded.  Where,  then, 
should  canned  tomato  prices  go?  The  only  ones  who 
sell  canned  tomatoes  at  today’s  prices  are  the  interests 
who  are  pulling  down  the  market  for  their  customers. 
Fair  standard  2s  are  easily  worth  75  cents,  extra  stan¬ 
dards  are  selling  at  80  cents  to  85  cents,  and  are  growl¬ 
ing  scarce ;  fancy  tomatoes  have  a  right  to  name  their 
own  price.  The  whole  thing  is  up  to  the  tomato  canners 
who  have  any  stock ;  but  they  must  not  be  fooled  by  the 
sales  of  “interested”  parties. 

PEAS — The  November  1st  holdings  of  canned  peas 
amounted  to  12,833,370  cases,  a  clean  up  that  speaks 
for  itself,  and  throws  well  earned  glory  on  the  Canned 
Pea  Co-op.  Canned  peas  are  in  excellent  position  for 
the  rest  of  the  selling  season. 

CORN — November  1st  holdings  show  15,597,333 
cases,  another  wonderful  clean  up  that  ought  to  shame 
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the  early  croakers  when  the  ’39  canning  season  opened. 
Corn  is  in  excellent  position  as  all  hands  know.  And 
here,  again  real  credit  is  due  the  Corn  Canners  Bureau. 

RED  PITTED  CHERRIES  —  This  item  stold  the 
show.  The  carry-over  is  unimportant.  At  fair  prices 
they  have  marketed  the  packs,  the  shipments  from  July 
1st,  to  November  1st  showing: 

2s  10s 


1938- 39 .  431,357  443,433 

1939- 40 . 1,493,016  744,011 

We  submit  this  as  the  “Home  task”  for  the  students 
of  better  selling,  for  other  products. 


NEW  YORK  MARKET 

By  “New  York  Stater” 

Sve^ial  Correspondent  of  “The  Canning  Trade” 

Statistical  Position  of  All  Canned  Foods  Gives  A  Strong 
Market — Grapefruit  Canners  Standing  Firm — Two  Sets  of 
Tomato  Sellers — Applesauce  Moving  Well — Cherry  Prices 
Stiffen — Fish  Situation  Remains  Strong. 

New  York,  November  24,  1939. 

SUMMARY — The  news  has  been  good  and  encourag¬ 
ing  to  canners,  compensating  for  slack  trading. 
The  corn  shipment  figures  for  October  were  sur¬ 
prisingly  large,  and  the  N.C.A.  figures  on  peas  indicate 
a  carryover  of  about  one-half  of  last  year’s. 

Consumption,  in  fact,  is  running  at  a  better  rate  this 
year  in  a  number  of  canned  foods.  A  food  statistical 
agency  places  consumption  of  peas  6  to  8  per  cent 
better;  corn  about  10  per  cent;  string  beans  6  to  8 
per  cent;  California  fruits  apparently  10  to  15  per  cent 
better,  pineapple  and  pineapple  juice,  some  20  per  cent 
above  last  year. 

WEEK’S  HIGHLIGHT — Probably  provided  by 
grapefruit  market,  on  which  the  price  cutters  have 
trained  their  heaviest  artillery.  New  crop  prices,  how¬ 
ever,  are  standing  firmly  against  bargain  seekers,  and 
one  of  the  leading  Texas  packers,  probably  tired  of 
turning  down  low  distributor  offerings,  states  that 
fruit  costs  this  year  will  run  substantially  above  last 
year,  and  that  the  juice  recovery  will  be  less  per  ton 
of  grapefruit  owing  to  dry  weather.  Chains  and 
supers  may  still  want  to  be  shown,  but  this  factor,  at 
least,  is  expected  to  add  2  cents  a  dozen  to  the  cost  of 
packing  No.  2  tins. 

CORN — Firm  markets  prevail  in  practically  all 
sections,  refiecting  a  gain  of  some  600,000  cases  in 
October  shipments  over  last  year,  and  a  reduction  of 
4,400,000  cases  in  unsold  stocks.  Mid-western  packers 
are  naming  fancy  Country  Gentleman  at  the  firm 
quotations  of  97^4  cents  to  $1.00  per  dozen  in  No.  2 
tins,  f.  o.  b.  factory,  and  whole  grain  Golden  Bantam 
has  been  given  a  good  test  at  prevailing  prices  of  85 
cents  to  871/2  cents,  Maryland  plant,  for  extra  standard 
in  2’s.  Fancy  is  named  by  latter  sellers  up  to  95  cents. 

TOMATOES — The  market  probably  should  be  di¬ 
vided  into  two  sections — the  few  sellers  in  the  Tri- 
States  who  are  accepting  business  in  standards  below 
packing  costs,  and  the  packers  who  are  demanding  and 
who  will  receive,  ultimately,  prices  that  represent  costs 


plus  a  slight  profit.  The  first  mentioned  group’s  re¬ 
ported  selling  prices  take  one  into  the  realm  of  rumor 
and  guesswork.  The  others  are  still  at  60  cents  to 
621/2  cents,  minimum,  for  No.  2  standards,  85  cents  to 
871/^  cents  for  21/2’s,  and  $2.90  to  $3.05  for  lO’s,  Balti¬ 
more.  Extra  standard  tomatoes  at  Maryland  and 
Pennsylvania  plants  are  firm  at  75  cents  for  2’s,  95 
cents  to  $1.00  for  21/2’s,  and  $3.15  to  $3.25  for  lO’s, 
f.  0.  b.  Most  canners  will  probably  be  found  at  or  very 
near  to  these  prices. 

TOMATO  JUICE — The  price  situation  is  somewhat 
similar  to  tomatoes  and  spreads  are  noted  in  canners’ 
ideas.  Maryland-Pennsylvania  quotations  for  No.  I’s 
run  around  45  cents  to  46  cents,  the  131/2-ounce  at  55 
cents,  and  the  24-ounce  at  75  cents  to  80  cents,  f.  o.  b. 
plant.  The  lO’s  are  held  at  $2.75  to  $2.80. 

STRINGLESS  BEANS — Government  data  recently 
showed  snap  or  green  stringless  production  for  the 
year  at  91,700  tons  against  128,200  tons  in  1938,  and 
the  point  is  made  here  that  the  supply  is  much  smaller 
than  current  prices  would  indicate.  Tri-States,  Vir¬ 
ginia  and  Pennsylvania  had  the  largest  per  acre  yield 
since  1925,  but  tonnage  in  the  aggregate  went  down. 
Peninsula  prices  look  firm  at  65  cents  for  No.  2  stand¬ 
ard  cut  green,  921/2  for  21/2’s,  $3.05  for  lO’s,  f.  0.  b. 

APPLE  PRODUCTS — New  York  State  applesauce 
has  been  moving  along  in  good  fashion  recently  with 
some  packers  asking  up  to  70  cents  for  fancy  in  No.  2 
tins.  Quotations  of  Pennsylvania  and  Southern 
packers  remain  firm  at  65  cents  for  2’s  and  $2.75  for 
lO’s,  f.  o.  b.  factory.  New  pack  sweet  apple  cider  is 
offered  at  $3.12  per  dozen  gallons,  and  at  $1.90  per 
dozen  half  gallons,  delivered  New  York. 

CHERRIES — The  item  that  came  in  for  some  low 
selling  earlier  this  year  is  now  in  a  firm  position.  New 
York  and  Michigan  packers  are  asking  $1.00  per  dozen 
for  red  sour  pitted  cherries  in  No.  2  tins,  and  $4.65 
to  $4.75  for  No.  lO’s,  at  plant.  Pennsylvania  packers 
are  asking  as  much  as  $5  for  No.  10  sizes.  Heavy  sales 
up  to  the  end  of  October  cut  inventories  of  canners 
appreciably. 

GRAPEFRUIT  PRODUCTS— Low  buyers’  offerings 
are  being  put  out  against  new  crop  juice  and  sections 
being  packed  in  Florida  and  Texas,  while  production 
costs  point  to  higher  levels.  The  sold-out  condition  of 
previous  crop  goods  favor  the  seller  in  a  waiting  game. 
The  few  offers  issued  in  the  previous  week  are  still  to 
be  followed  by  several  large  Florida  packers,  and  those 
made  were  mostly  for  December  shipment.  They  ran 
571/2  cents  for  unsweetened  Florida  juice.  No.  2  tins, 
and  60  cents  for  sweetened,  f.  o.  b.  Tampa.  Segments 
were  named  at  90  cents. 

SARDINES — It  is  estimated  that  approximately  10 
per  cent  of  the  1939  Maine  production  has  been  re¬ 
tained  for  stock  until  fishing  is  resumed  in  1940,  in¬ 
dicating  a  strong  position  for  the  Maine  canners.  The 
price  is  maintained  at  $3.35,  Maine  factory,  for  quarter 
keyless  oils.  Although  California  advices  indicate  a 
satisfactory  catch  of  ovals,  large  packers  are  holding 
at  $3.90  per  case  of  5-6  count  ovals  in  tomato  sauce  for 
I’s,  and  at  $4.15  for  straight  four’s.  Another  adver¬ 
tised  label  is  held  firmly  at  $4.00  per  case  for  I’s, 
f.  0.  b.  Coast. 
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An  entire  chapter  could  be  written  on  these  thoughts. 
If  improvement  could  be  made  with  both  the  canner 
and  the  broker,  everyone  will  agree  that  it  would  be 
good  for  all. 

The  market  continues  to  drift.  There  is  no  pressure 
to  sell  on  the  part  of  canners,  and  jobbers  are  not 
inclined  to  take  additional  purchases  until  after  the 
turn  of  the  year. 


SALMON — Large  export  business  featured  this  item 
during  the  week.  It  was  learned  that  Great  Britain 
purchased  approximately  50,000  cases  of  Alaska  reds 
at  $2.22 to  $2.25,  in  addition  to  some  large  purchases 
out  of  the  British  Columbia  pack.  British  buyers  are 
also  credited  with  taking  200,000  cases  of  canned 
herring  from  B.  C.  owing  to  a  shortage  of  Scotch 
herring,  brought  about  by  reduced  fishing  operations. 

• 

CHICAGO  MARKET 

By  “Illinois” 

Special  Correspondent  of  *'The  Canning  Trade” 

Conventions  and  Holidays  Break  Up  the  Market — Salesmanagers 
and  Salesmen — Canners  Expect  Quiet  Market  Until  After 
January  1st — Poor  Quality  Again  Takes  Its  Toll — Beets  Very 
Strong — Pumpkin  Cleaned  Up — Apple  Market  Firm  in  Face 
of  Difficulties — Good  Time  to  Post  Your  Brokers. 

Chicago,  Ill.,  November  22,  1939. 

ENERAL  MARKET — ^What  with  last  week  more 
or  less  broken  up  by  a  number  of  local  factors 
attending  the  Wisconsin  and  Indiana  State 
Conventions  and  the  present  week,  the  Thanksgiving 
Festival  in  Illinois,  a  pre-holiday  quiet  has  descended 
upon  the  trade. 

Meanwhile,  jobbers  and  chains  have  been  busy  taking 
full  advantage  of  the  increased  business  that  always 
rules  prior  to  our  National  Feast  Day. 

PEAS — When  asked  what  he  thought  was  the  most 
important  feature  of  the  recent  Wisconsin  Pea  Canners 
Convention,  a  prominent  broker  replied — “The  subject 
that  was  brought  up  in  several  group  meetings : 

1.  How  to  make  90  per  cent  of  the  canners  better 
sales  managers — and — 

2.  How  to  make  a  large  majority  of  the  food  brokers, 
better  salesmen.” 


CORN — Stability  rules.  Most  com  canners  realize 
that  there  will  be  little  buying  for  the  next  two  or 
three  months  and  have  placed  their  houses  in  order. 

Some  quotations  are:  No.  2  standard  cream  style 
white,  70  cents,  Ohio.  No.  2  extra  standard  cream  style 
white,  75  cents,  and  No.  2  extra  standard  cream  style 
yellow,  771/4  cents  Indiana.  No.  2  fancy  whole  kernel 
bantam,  90  cents  Wisconsin,  and  No.  2  fancy  cream 
style  bantam,  80  cents,  Wisconsin. 

TOMATOES — At  the  Indiana  Convention  last  week, 
every  canner  you  talked  to  would  mention  the  strong 
statistical  position  that  tomatoes  occupied  and  would 
then  go  on  and  outline  his  ideas  and  reasons  why  the 
market  continued  at  the  low  of  the  season. 

It  was  pointed  out  that  during  the  last  two  weeks  of 
packing,  tomatoes  were  of  very  mediocre  quality  and 
some  canners  ran  such  stock  through  their  plants  and  it 
was  that  quality  that  has  been  sold  at  shades  under 
the  going  market  and  that  has  kept  prices  down. 

The  general  quotations  are  the  same  as  outlined  in 
this  column  last  week. 

PUMPKIN — 1939  pumpkin  pack  is  cleaned  up  in 
primary  hands.  Of  course,  there  are  a  few  small  lots 
left  but  it  has  been  surprising  to  all  in  the  trade  the 
way  pumpkin  has  moved.  True,  there  was  a  longer 
selling  season  due  to  pumpkin  ripening  earlier.  Some 
claim  that  two  Thanksgivings  have  also  helped.  Out¬ 
side  of  one  prominent  Illinois  canner,  there  is  very  little 
pumpkin  to  offer.  He  quotes : 
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No.  21/2  Tin  Fancy  Pumpkin . $  .90  factory 

No.  2  Tin  Fancy  Pumpkin . 70  factory 


BEETS — A  very  strong  market  rules.  The  total 
pack  in  Wisconsin  was  much  less  than  figured  on  even 
against  the  reduced  acreage.  Sizeable  business  has 
been  booked  during  the  past  few  weeks.  Today’s  prices 


are: 

No.  21/2  Tin  Cuts . $  .771/2  Wisconsin 

No.  21/2  Tin  Whole  10  Ovals . 771/2  Wisconsin 

No.  214  Tin  Whole  15  Ovals . 90  Wisconsin 

No.  2  fin  Sliced . 75  Wisconsin 

No.  2  Tin  Cuts . 70  Wisconsin 

No.  2  Tin  Whole  15/Ovals . 90  Wisconsin 


APPLES  AND  APPLESAUCE— The  market  on 
these  items  has  held  up  well  in  the  face  of  the  large 
apple  crop  throughout  New  York,  Pennsylvania  and 
Virginia.  Heavy  shipments  of  fresh  apples  are  usually 
made  to  the  British  Islands  as  well  as  Continental 
Europe  but  on  account  of  war,  those  shipments  have 
been  limited  to  date  and  the  Federal  Surplus  Com¬ 
modity  Corporation  has  been  forced  to  purchase  more 
of  the  fresh  stock  than  was  originally  planned. 

All  of  this  would  make  one  think  that  the  canned 
apple  market  would  be  somewhat  weak  but  it  is  held 
firm  with  No.  2  fancy  sauce  at  65  cents  to  75  cents 
factory  and  No.  10  apples  from  $2.75  to  $3.25  factory. 

GRAPEFRUIT  AND  GRAPEFRUIT  JUICE— A  fair 
volume  of  business  is  being  recorded  on  these  items. 
Two  or  three  canners  in  Florida  have  started  packing 
and  some  sales  of  sections  for  immediate  shipment  have 
been  recorded. 

Texas  seems  to  be  getting  all  the  play  on  juice  with 
business  confirmed  at  prices  of  521/0  cents  to  571/2 
cents  for  No.  2  tins. 

CALIFORNIA  FRUITS — It  is  worthy  of  note  that 
during  the  past  several  months,  California  yellow  free 
peaches,  as  well  as  Pacific  Northwestern  Elbertas  have 
come  into  a  more  prominent  position  with  the  local 
trade.  Whenever  the  subject  of  peaches  is  discussed, 
it  is  pointed  out  that  consumer’s  reaction  to  yellow 
frees  is  far  more  favorable  than  clings,  with  the  result 
that  production  in  the  future  should  point  more  largely 
to  the  frees. 

Trading  is  routine.  Brokers  are  making  up  pool 
cars.  There  is  no  large  buying.  Prices  seem  to  be 
more  than  firm. 

PACIFIC  NORTHWEST — Some  surplus  pears  are 


being  quoted  at: 

8  Ounce  Choice  Bartletts . $  .70 

No.  21/2  Fancy  Bartletts .  2.10 

No.  21,4  Choice  Bartletts .  1.85 

No.  21/2  Standards  Bartletts .  1.75 


These  prices  all  f.  o.  b.  Coast.  Oregon  prunes  and 
the  berry  line  are  quiet. 

THE  ROBINSON-P ATMAN  FEDERAL  STATUTE— 
The  decision  of  the  U.  S.  Circuit  Court  of  Appeals  in 
the  A  &  P  Case,  definitely  brought  out  among  many 
important  points,  the  following: 

Brokerage  diversion  is  illegal.  Congress  decided  that 
brokerage  diversion  was  an  unfair  trade  practice  which 
should  be  stopped.  The  Federal  Trade  Commission 
have  to  prove  only  that  the  brokerage  or  its  equivalent  is 


passed  from  seller  to  buyer.  There  is  no  question  of 
whether  competition  has  been  hurt. 

KNOW  YOUR  BROKER — To  insure  healthier  mar¬ 
ket  conditions,  sell  your  goods  through  an  independent 
Food  Broker,  preferably  one  who  is  a  member  of  the 
National  Food  Brokers  Association. 

Those  who  have  investigated  the  matter  say  that 
99  out  of  every  100  canners  sell  their  packings 
through  brokers.  While  there  may  be  some  direct 
selling  by  the  canner,  still  his  first  interest  should  be 
in  expanding  the  number  of  his  satisfied  customers 
reached  through  the  broker  salesman. 

The  last  several  weeks  of  the  year  are  usually  dull 
ones  for  the  selling  and  shipping  of  canned  foods  but 
a  very  excellent  period  to  do  a  systematic  job  of 
selling  your  broker  your  quality,  service,  and  all  that 
goes  with  the  proper  handling  of  a  selling  connection. 

• 

CALIFORNIA  MARKET 

By  “Berkeley” 

Special  Correspondent  of  “The  Canning  Trade'* 

Shipments  Well  Ahead  of  Other  Years,  and  Mostly  Gone 
Before  the  Present  Waterfront  Troubles — Exporters  Ahead  of 
Last  Year — New  Items — Fruits  for  Salad  Slightly  Off — Spinach 
Pack  Smaller  Than  Expected — 10’s  Spinach  Sold  Out — 

Fish  Interest. 

San  Francisco,  Calif.,  November  23,  1939. 

Market — The  canning  trade  has  experienced 
another  quiet  week,  and  others  are  probably 
ahead,  when  there  will  be  no  price  changes  to 
record  and  only  routine  sales  the  order  of  the  day. 
Waterfront  troubles  have  again  come  upon  the  ports 
of  Greater  San  Francisco,  and  only  a  few  coast-wise 
vessels  are  moving.  Fortunately  for  the  trade,  early 
business  was  very  heavy,  with  shipments  in  keeping. 
Shipments  are  well  ahead  of  those  of  last  year  to  a 
corresponding  date  and  distributors  are  well  stocked. 
During  the  week  a  few  shipments  that  would  normally 
have  gone  by  water  have  been  diverted  to  rail  routes 
at  a  higher  cost,  but  this  has  not  become  general.  Des¬ 
pite  the  small  volume  of  business  passing,  prices  remain 
firm  and  no  weakness  is  expected  in  any  lines,  owing  to 
the  light  holdings  in  first  hands. 

EXPORTS  —  September  export  statistics  are  the 
latest  available  and  these  indicate  quite  a  material  gain 
over  the  figures  for  the  corresponding  month  a  year 
ago.  Canned  apricot  exports  at  132,580  cases  showed 
a  gain  of  more  than  fifty  per  cent,  pears  at  353,391 
cases  showed  even  a  larger  increase,  pineapple  recorded 
a  good  gain  and  peaches  a  slight  falling  off.  These 
figures  are  for  the  country  as  a  whole,  but  the  West 
Coast  accounted  for  most  of  the  shipments. 

NEW  ITEMS — With  less  difficulty  being  experienced 
this  season  than  in  some  time  in  getting  cost  out  of 
canned  products,  members  of  the  trade  are  suggesting 
that  more  attention  will  doubtless  be  given  to  the 
development  of  new  items.  Several  of  our  California 
packers  have  been  casting  about  for  products  which 
will  keep  their  plants  occupied  for  a  longer  period  each 
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year,  and  have  been  waiting  for  a  favorable  opportunity 
for  adding  to  their  lines.  The  Sunnyvale  Packing  Co., 
a  subsidiary  of  Schuckl  &  Co.,  Inc.,  introduced  a  new 
line  of  California  soups  during  the  year,  with  a  con¬ 
siderable  degree  of  success.  Not  so  long  ago  a  pack 
of  broccoli  was  made  by  another  concern,  with  packing 
suspended  when  the  general  market  was  beset  with 
difficulties.  Now  that  the  situation  has  cleared  it  is 
not  unlikely  that  toothsome  broccoli,  familiar  to  so  few, 
may  again  be  available  in  canned  form. 

PRICES — About  the  only  price  change  in  the  fruit 
list  that  has  been  noted  of  late  is  the  quoting  of  slightly 
lower  prices  on  fruits-for-salad  and  fruit  cocktail.  For 
a  time  all  interests,  large  and  small,  seemed  to  be 
getting  the  same  price  for  these  lines.  With  the 
slackening  off  in  sales,  packers  of  less  familiar  brands 
have  gone  back  to  the  usual  differential  in  comparison 
with  advertised  brands.  For  example,  the  popular  No. 

1  size  of  fancy  fruits-for-salad  can  now  be  had  again 
for  $1.35,  against  the  maximum  of  $1.40. 

SPINACH — Winter  pack  spinach  in  California  may 
easily  prove  to  be  even  smaller  than  the  pessimistic 
estimates  made  a  few  weeks  ago.  Lack  of  rain  and 
extremely  warm  weather  at  a  crucial  point  in  growth 
are  responsible  for  the  heavy  scaling  down  of  the  pack. 
Prices  are  expected  to  closely  follow  the  minimum  quo¬ 
tations  that  have  been  prevailing  on  spring  pack.  Any 
pack  made  in  No.  10  containers  should  quickly  find  a 
market,  spring  pack  in  this  size  having  been  sold  up  for 
some  time. 

SARDINES — The  California  Packing  Corporation 
has  come  back  into  the  market  with  offerings  of  Del 
Monte  one-pound  oval  sardines  at  $4.00.  For  a  time, 
business  had  to  be  declined  as  sales  were  getting  ahead 
of  production.  Sardines  are  to  be  had  as  low  as  $3.50 
a  case,  but  the  Corporation  has  no  difficulty  in  moving 
its  pack  at  a  much  higher  figure  and  there  are  other 
packers  in  a  similar  position. 

The  Bureau  of  Fisheries  at  Washington  has  an¬ 
nounced  that  it  is  making  an  investigation  of  whether 
or  not  the  supply  of  California  pilchards  is  threatened 
by  over  fishing.  Samples  of  this  year’s  catch  are  being 
used  to  determine  the  age  of  the  fish.  The  investiga¬ 
tion  supplements  similar  studies  being  made  by  the 
lish  and  game  commissions  of  California,  Oregon, 
Washington  and  British  Columbia. 

A  motion  to  include  two  AFL  unions  and  one  CIO 
union  in  litigation  alleging  the  existence  of  a  monopoly 
in  sardine  fishing  interests  in  Monterey  Bay  is  to  be 
hoard  by  Federal  Judge  Roche  at  San  Francisco,  late 
in  November.  On  the  same  date,  are  also  to  be  held 
lioarings  to  consolidate  two  suits  in  which  owners  of 
nshing  boats  complain  they  suffered  heavy  losses 
t  iii’ough  the  alleged  monopoly.  Defendant  in  the  suit 
i>  the  Monterey  Sardine  Industries,  Inc.  The  plaintiffs 
;  .cused  the  sardine  packing  concerns  of  refusing  to  ac¬ 
cept  their  catches  while  taking  those  of  other  fishermen. 

The  Association  of  Pacific  Fisheries,  in  annual  ses¬ 
sion  at  Del  Monte,  California.,  recently  elected  officers 
us  follows:  President,  Victor  H.  Elfendahl,  Vice-Presi- 
•h'nt  of  the  Alaska  Pacific  Salmon  Company,  Seattle; 
itst  Vice-President,  Lawrence  Calvert,  Seattle;  second 


Vice-President,  Frederick  Svensson,  Seattle;  third  Vice- 
President,  A.  W.  Wittig,  Seattle;  fourth  Vice-President, 
G.  B.  Peterson,  San  Francisco,  and  Secretary-Treasurer, 
E.  D.  Clark,  Seattle.  The  newly  elected  President  served 
a  term  in  this  capacity  several  years  ago. 


GULF  STATES  MARKET 

By  “Bayou” 

Special  Correspondent  of  “The  Canning  Trade" 

Stormy  Weather  Halts  Canning  —  Canned  Shrimp  Now 
Normal — Maryland  Vs.  Gulf  Oysters — Canners  Show 
No  Interest  in  Sweet  Potatoes. 

Mobile,  Ala.,  November  23,  1939. 

HRIMP — We  had  stormy  weather  pretty  much  all 
last  week  and  practically  no  production  of  shrimp, 
which  caused  the  canneries  to  be  idle  most  of  the 
week. 

Shrimp  canning  will  be  light  from  now  on,  because 
the  supply  is  very  irregular,  due  to  shrimp  migrating 
to  warmer  waters  of  the  Gulf  of  Mexico  and  sometimes 
to  the  Mexican  Coast,  where  the  climate  is  always  hot. 

The  irregularity  of  prices  that  has  existed  since  the 
war  has  about  subsided  and  canned  shrimp  prices  have 
settled  down  to  a  more  firm  basis.  The  market  is  firm 
at  $1.15  for  No.  1  small;  $1.20  for  No.  1  medium,  and 
$1.25  for  large,  f.  o.  b.  cannery. 

OYSTERS — The  stormy  weather  crippled  produc¬ 
tion  considerably  and  the  local  dealers  had  to  draw 
heavily  from  Maryland  in  order  to  fill  orders. 

The  price  of  Maryland  raw  oysters  advanced  5  cents 
per  gallon,  but  even  at  that  they  are  being  delivered 
here  at  a  cheaper  price  than  our  own  oysters  cost  us. 
Therefore,  it  is  out  of  the  question  for  dealers  here 
to  compete  with  Maryland  oysters  in  price,  and  the 
only  thing  that  sells  our  oysters  is  the  fact  that  the 
trade  prefers  our  oysters  to  the  Eastern  oyster,  because 
they  are  freshly  shucked,  of  a  different  color,  and  they 
have  a  better  fiavor.  Besides,  they  are  more  carefully 
shucked. 

A  few  of  the  canneries  that  also  deal  in  raw  oysters 
have  been  canning  the  surplus  oysters  from  their  raw 
department,  but  all  the  sea  food  canneries  in  this  sec¬ 
tion  that  pack  oysters  are  now  getting  ready  to  can 
about  December  1. 

The  tentative  price  of  the  new  pack  oysters  is  $1.05 
per  dozen  for  five  ounce,  and  $2.10  for  ten  ounce, 
f.  o.  b.  factory. 

VEGETABLES — There  is  nothing  that  can  be  said 
or  done  about  the  vegetable  pack  at  this  time,  because 
outside  of  turnip  greens,  canning  operations  are  at  a 
standstill. 

Sweet  potatoes  should  be  keeping  the  canneries  busy 
about  this  time,  but  the  packers  seem  afraid  to  tackle 
the  pack  this  year. 

At  one  time,  the  sweet  potato  pack  was  one  of  the 
most  important  packs  in  this  section  and  great  quantity 
of  them  were  canned,  but  in  late  years,  the  pack  has 
dwindled  to  one  of  the  minor  vegetable  packs. 
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PROGRAM 

54th  ANNUAL  CONVENTION  ASSOCIATION 
OF  NEW  YORK  STATE  CANNERS,  INC. 

Hotel  Statler,  Buffalo,  New  York 
December  14-15,  1939 

The  program  for  the  Annual  Meeting  of  the  Associa¬ 
tion  of  New  York  State  Canners  to  be  held  at  Buffalo, 
Hotel  Statler,  Thursday  and  Friday,  December  14  and 
15  is  as  follows: 

THURSDAY,  DECEMBER  14th 
12:15  P.  M. 

Luncheon:  Terrace  Room,  Hotel  Statler. 
Introductory  Remarks:  President  Frank  H.  Van 
Eenwyk. 

Appointment  of  Committees. 

Address:  Walter  L.  Graefe,  President,  National 
Canners  Association. 

“The  Marketing  Muddle” — Harry  C.  Faulkner,  New 
York  City.  Past  President  and  Member  Advisory  Com¬ 
mittee  National  Food  Brokers  Association. 

“Some  Highlights  of  the  Labeling  Situation” — 
Dr.  E.  J.  Cameron,  Director  of  Research,  National 
Canners  Association. 

“Legislative  Possibilities  Ahead  of  Us” — Senator 
William  Bewley. 

7:00  P.  M. 

Dinner  Dance :  Ball  Room,  Hotel  Statler. 

Tendered  by  Machinery,  Supply  Men  and  Brokers. 

FRIDAY,  DECEMBER  15th 
11:00  A.  M. 

Annual  Business  Meeting 

Reports  of  Treasurer  and  Secretary. 

Report  of  Nominating  Committee,  Paul  E.  Emerson, 
Chairman. 

Report  of  Resolution  Committe,  Roy  W.  Hemingway, 
Chairman. 

Election  of  Directors. 

General  Business. 

12:15  P.  M. 

Ladies  Luncheon :  Parlors  “A”  and  “B” — Card 
Party. 

12:15  P.  M. 

Luncheon :  Terrace  Room,  Hotel  Statler. 

“Laughing  at  the  Clouds”:  Albert  Kennedy  Rows- 
well,  Pittsburgh,  Pa. 

“What  is  the  N.  C.  A.  Research  Program?”  Dr. 
Neil  Carothers,  Dean,  College  of  Business  Administra¬ 
tion,  Lehigh  University,  Bethlehem,  Penna. 

Introduction  of  Honored  Guests — Representatives  of 
State  Conservation  and  Health  Departments. 

“Canner-Conservation  Relationship” :  M.  H.  Mid¬ 
well,  Bacteriologi.st,  State  Conservation  Department. 

“The  Geneva  Experiment  Station  in  Relation  to  the 
Canning  Industry.”  P.  J.  Parrott,  N.  Y.  S.  Experi¬ 
ment  Station. 

CANCO’S  MR.  STURDY  SPEAKS 

November  27 — Paoli,  Ind.,  Meridian  Club. 

November  27 — Paoli,  Ind.,  Open  Meeting. 

November  28 — Logansport,  Ind.,  Kiwanis  Club. 

November  28 — Logansport,  Ind.,  Food  Council. 


ROCHESTER  DISPUTE  SETTLED 

DMINISTRATION  officials,  relieved  by  the 
/■A  Rochester  settlement  between  the  bankers  and 
/  \  retail  grocers,  went  ahead  with  plans  last  week 

to  extend  the  Food  Stamp  plan  for  distribution  of  sur¬ 
plus  commodities.  Rochester  banks,  which  had  de¬ 
manded  a  1  per  cent  fee  for  redeeming  stamps  taken 
by  retail  grocers,  agreed  to  defer  the  assessment  which 
they  had  planned  to  put  into  effect  December  1.  The 
charge  was  necessary,  bankers  said,  to  cover  expenses. 

Rochester  grocers,  seeing  their  slim  profit  cut  in  half 
by  the  bank  assessment,  named  a  committee  to  confer 
with  the  banks’  Clearing  House  Association  and  de¬ 
ferment  of  the  plan  followed.  Said  Secretary  Wallace 
when  informed  of  the  settlement :  “This  shows  a  spirit 
of  understanding  and  cooperation  by  the  various 
groups  in  Rochester  .  .  .  FSCC  will  be  glad  to  work 
with  grocers  and  bankers  on  mechanics  for  minimizing 
the  cost  of  redemption  of  the  stamps.” 

URGES  LEA  ACT  COMPLIANCE 

USINESS  interests  affected  by  the  Wheeler-Lea 
Act  and  the  Food,  Drug  and  Cosmetic  Act  were 
advised  to  coordinate  their  advertising  staffs,  label 
writers  and  laboratory  technicians  and  to  drop  their 
“combative  attitude”  toward  these  laws,  by  Ray 
Schlotterer,  Secretary  of  the  Drug,  Chemical  and  Allied 
Trades  Section  of  the  New  York  Board  of  Trade. 

HEADS  BRITISH  BUYING  CROUP 

RED  JOHNSON,  vice-president  of  the  Bell  Tele¬ 
phone  Company  of  Canada,  has  been  appointed 
director  of  administration  of  the  British  Purchas¬ 
ing  Commission  in  New  York.  Johnson  assumed  his 
new  duties  November  22. 

STATUS  OF  FEDERAL  STANDARDS 

(Continued  from  page  lU) 

With  regard  to  label  statements  of  optional  ingredients  the 
proposed  regulations  do  not  make  necessary  a  label  declaration 
of  water,  salt  and  sugar  for  canned  corn  since  these  ingredients 
are  considered  to  be  a  part  of  the  general  canning  procedure  for 
this  product  and  are  covered  by  the  proposed  definition  and 
standard  of  identity  for  canned  corn.  However,  the  proposed 
regulation  requires  a  label  declaration  of  an  optional  ingredient 
such  as  starch  in  the  manner  and  form  prescribed.  Under  the 
proposal,  the  optional  form  of  ingredients  such  as  on-cob,  whole- 
grain  or  whole-kernel  and  crushed  must  be  so  declared  on  the 
label. 

In  discussing  the  foregoing  newly  promulgated  regulations  or 
proposed  regulations  for  certain  canned  food  products,  an 
attempt  has  been  made  to  show  wherein  the  regulations  or  pro¬ 
posals  differ  from  any  former  mandatory  rulings.  It  should  not 
be  construed  that  such  promulgated  regulations  and  proposed 
regulations  do  more  than  to  set  the  minimum  standards  for  cer¬ 
tain  canned  food  products  under  the  Food  and  Drug  Law  of 
1938.  In  other  words,  these  regulations  either  establish  or  will 
establish  a  canned  food  product  as  standard  or  sub-standard  in 
accordance  with  the  specifications  set  forth  and  make  no  provi¬ 
sion  for  establishing  trade  grades  above  a  minimum  standard 
grade.  As  in  the  past,  canners  will  find  it  to  their  benefit  to 
continue  to  pack  quality  merchandise  and  not  be  content  to  hew 
too  close  to  the  line  of  minimum  requirements  set  up  by  the  new 
Food  and  Drug  law  regulations. 
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CANNED  FOOD  PRICES 


All  Prices  quoted  P.  O.  B.  Factory 


Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 

Eastern  Central  West  Coast 


Low 

ASPARAGUS 

White  Colossal,  No.  2Vi . 

LarKe,  No.  2^..............................  ....... 

Medium,  No.  2^................«........  . 

Green  Mam.,  No.  2  ro.  cans......  2.35 

Medium,  No.  1  talL . .  . 

Large,  No.  2......... . .  . 

Tips,  White,  Mam.  No.  1  sa . 

Small,  No.  1  sq . . 

Green  Mam.,  No.  1  sq . 

Small,  No.  1  sq. _ ....... . . . 

Green  Tips,  60/80,  28.... _ ........  2.00 

Green  Tips,  40/60,  2s _ .... _ ....  2.30 

Green  Cuts  and  Tips,  28...........  1.65 

Green  Cuts  and  Tips,  10s....—  7.50 

Green  Cuts.  2s . 1.00 


High 

Low 

High 

Low 

High 

2.60 

2.60 

2.60 

2.66 

2.60 

2.60 

2.60 

2.60 

2.40 

2.60 

2.40 

2.60 

2.36 

2.46 

2.60 

2.60 

_ 

2.16 

2.26 

2.26 

2.40 

2.10 

2.16 

2.10 

2.10 

2.16 

2.60 

2.30 

2.36 

1.66 

1.76 

7.60 


STRINGLESS  BEANS 


Fancy  French  Cut  Green,  No.  2 

No.  10  . . 

Ehc.  Std.  Cut  Green,  No.  2— ..- 

No.  10  . . . . 

Std.  Cut  Green,  No.  2............... 

No.  10  . — . . 

Fancy  Whole  Green,  No.  2 . 

Ex.  Std.  Whole  Green.  No.  2.... 

No.  10  . . 

Fancy  Cut  Wax,  No.  2— ....— 

No.  10  . . 

Ex.  Std.  Cut  Wax,  No.  2— ... 

No.  10  . . 

Std.  Cut  Wax,  No.  2 . . 

No.  10  . 

Fancy  Whole  Wax,  No.  2 _ _ 

No.  10  . — _ 

Ex.  Std.  Whole  Wax,  No.  2..— 

Std.  'Wholo’  wax,  Na 

No.  10  _ _ _ _ 

Ked  Kidney.  Std.,  No.  2 _ 

No.  10  _ — _ _ 


.90  1.00 

4.75  6.00 

.70  .72% 

3.26  . 

.65  .70 

3.00  3.25 

.  1.40 

.  6.00 

.96  1.10 

4.76  4.76 

. 96 

.  6.60 

.72%  .80 

3.76  3.76 

.66  .76 

3.60  . 

.  1.20 

_  6.00 


.77% 

3.60 


LIMA  BEANS 


No.  2  Tiny  Green . .  1.35  . 

No.  10  _  7.26  7.60 

No.  2  Fancy  Small  Green .  1.26  1.25 

Ku.  2  Medium  Green . 

No.  10  . — - ... —  6.00  6.00 

N’j.  2  Green  &  White .  .80  .86 

No.  10  — . 4.26  . 

No.  2  Fresh  White— - - - ...  .70  .80 

-40.  10  - — -  3.85  . 

>.  2  Soaked . .62%  . 

'^ETS 

.ole.  No.  2 . - . 76  1.10 

■fo.  2%  _ — _ — . . 90  1.20 

No.  10  -  3.26  4.00 

'.  Cut,  No.  2 _ _ 72%  .70 

<o.  2%  _ — _ _  .90  . 

Jo.  10  _ _  3.15  . 

yicy  (^t.  No.  2......— . -  .66  . 

'°’sileedr  No7"2r.r.— "".70 

•io.  2%  _  1.10  . 

io.  10  -  3.60  3.76 

■icy  ^Sliced,  No.  2....— . 76  . 

SHOTS 

^  Sliced.  No.  2 _ 80  . 

No.  10  _  3.75  . 

'.  Diced,  No.  2 _ —  .77%  . 

No.  10  . 3.50  4.00 

AS  AND  CARROTS 

’.  No.  2— .70  .80 

Jcy  No.  « .  .96  1.10 


1.10 

1.00 

1.10 

4.76 

6.00 

.76 

.86 

.86 

1.00 

3.60 

3.76 

.70 

.76 

.76 

.80 

3.00 

3.36 

3.25 

3.76 

1.60 

1.00 

1.36 

5.00 

6.60 

4.86 

6.60 

1.20 

1.20 

6.00 

6.26 

.95 

5.60 

.80 

3.76 

4.50 

.70 

3.60 

1.06 

1.20 

4.76 

6.00 

1.00 

1.16 

.70 

"'.76 

— 

— 

3.25 

3.60 

1.35 

1.50 

1.60 

1.20 

1.10 

1.30 

1.26 

1.26 

.90 

.90 

.90 

.72% 

.80 

.90 

.95 

.70 

.85 

1.36 

1.06 

.90 

1.60 

3.26 

6.00 

.55 

.65 

.76 

2.76 

3.00 

.70 

.72% 

3.00 

.85 

.90 

1.10 

3.35 

.70 

.72% 

3.00 

3.26 

3.60 

.75  . 

.65 

.70 

3.25  . 

1.10  1.20 

1.10 

1.26 

CANNED  VEGETABLES— Continued 

EUistem  Central 

Low  High  Low  High 


CORN — Wholegrain 
Yellow,  Fancy  No.  2... 

No.  10  . 

Ex.  Std.  No.  2 . 

No.  10  _ 

Std.  No.  2 _ 

No.  10  _ 

White,  Fancy  No.  2 . 

No.  10 . 

Ex.  St.  No.  2 . 

No.  10 _ 

Std.  No.  2 _ 

Na  10 _ 

Shoepeg,  Fancy  No.  2- 

Na  10  _ 

Ex.  Std.  No.  2.— 

No.  10 _ 

Std.  No.  2 _ 

CORN— Creamstyle 

Yellow,  Fancy  No.  2.-. _ 

No,  10  . — . . 

Ex.  Std.  No.  2 . . 

Na  10  _ 

Std.  No.  2 . . 

No.  10  . . 

White,  Fancy  No.  2 _ — 

Na  10  . . 

Eht.  Std.  No.  2— — 

Na  10  . . . 

Std.  No.  2 _ 

No.  10  _ 

HOMINY 

Std.  Split,  No.  1,  TaU _ 

No.  2%  _ 

No.  10  _ 

MIXED  VEGETABLES 

Fey.,  No.  2 . — 

No,  10  . . . 

Std.,  No.  2 . 

No.  10  . . 

PEAS 

No.  2  Fancy  Sweets,  28 _ ........ 

No.  2  Fancy  Sweets,  3s _ .... 

No.  2  Fancy  Sweets,  4s......— 

No.  2  Fancy  Sweets,  6s..—... 
No.  2  Ex.  Std.  Sweets,  2s..—.. 
No.  2  Ex.  Std.  Sweets,  8a— — 
No.  2  Ex.  Std.  Sweets,  4s....— 

No.  2  Ex.  Std.  Sweets,  6s— _ 

No.  2  Std.  Sweets,  2s _ _ _ 

No.  2  Std.  Sweets,  Ss..... _ 

No.  2  Std.  Sweets,  4s....—.—.- 
No.  2  Std.  Sweets,  6s......—..- 

No.  10  Std.  Sweets,  2s..-. _ 

No.  10  Std.  Sweets,  Ss _ - 

No.  10  Std.  Sweets,  48——— 

No.  10  Std.  Sweets,  6s _ — 

No.  2  Fey.  Alaska,  Is _ — 

No.  2  Fey.  Alaska,  2s . — 

No.  2  Fey.  Alaskas,  Ss— -.-. 
No.  2  Ex.  Std.  Alaskas.  Is.-.- 
No.  2  Ex.  Std.  Alaskas,  2s—.. 
No.  2  Ex.  Std.  Alaskas.  Ss..— 
No.  2  Ex.  Std.  Alaskas,  4s.-.- 
No.  2  EU.  Std.  Alaskas,  6s..— 
Na  10  Ex.  Std.  Alaskas,  Is— 
No.  10  Ehi.  Std.  Alaskas.  Zs— 
No.  10  Ex.  Std.  Alaskas,  Ss— 

No.  2  Std.  Alaskas,  2s . 

No.  2  Std.  Alaskas,  Ss . — 

No.  2  Std.  Alaskas,  48 . . 

No.  2  Std.  Alaskas,  6s— — — 
No.  10  St(L  Alaskas,  Is—— - 
No.  10  Std.  Alaskas.  2s — — 

No.  10  Std.  Alaskas,  Ss . - 

Na  10  Std.  Alaskas,  4s..—— 

No.  10  Std.  Alaskas,  6s . - 

Na  2  Ungraded————— 

Soaked,  2b  — 

lOs  _ 

Blackeye,  2s,  Soaked . - 

10s  . . 

PUMPKIN 

Fancy,  No.  2 . 

No.  2%  _ 

No.  10  Z-— — 

SAUER  KRAUT 

Fancy.  No.  2 _ - . — _ — 

No.  2% - 

No.  lo'  —ZT-IZT-ZZI-— 
SPINACH 

No.  2  _ 

No.  2% _ 

No.  10 _ 

SUCCOTASH 

Std.  Na  2,  Gr,  Com,  Dr.  Limas. 
Std.  No.  2,  Gr.  Cora,  Fv.  Limas. 
Triple,  Na  2— . . 


.92%  1.10 
5.50 
1.00 
6.00 


1.06 

5.26 

1.00 


4.60 


.85 
4.76 
.70 
4.00 
1.00 
5.00 
.80 

4.60 
.76 

4.00 
.97% 

6.60  6.00 

.92%  . 

6.26  6.60 

.85  .86 

.86  .95 

4.60  4.76 

.80  .85 

4.26  4.60 

.72%  .77% 


.85 


1.00 

.  6.00 

.77%  .85 

4.25  6.00 


.70 

4.00 


.80 


.90 

2.90 


.76 

.90 


3.00 


.80 

1.00 

3.50 


1.00 

*3!‘4() 


.95 

1.16 


.90  1.02% 

4.86  5.25 

.86  .96 

4.60  4.76 

. 86 

.  4.60 

.90  1.07% 

6.00  6.60 

4.50 

4.‘26 

.97%  1.00 

6.00  6.00 

.80  1.00 
4.26  4.60 

.72%  .90 
3.76  4.26 

.67%  .86 

3.40  4.00 

.77%  .90 

4.00  4.50 


.76 

3.96 

.70 

3.66 


.86 

4.60 

.80 

4.00 


.76 

.85 

.70 

2.76 

2.00 

2.36 

.80 

4.25 

.86 

4.26 

.65 

.66 

3.25 

4.00 

1.40 

1.60 

1.10 

1.30 

1.40 

1.16 

1.20 

1.30 

1.00 

1.06 

1.10 

1.20 

1.20 

1.26 

.96 

1.20 

.90 

.90 

.95 

.87% 

.97%  1.00 

.90 

.90 

.95 

.85 

.86 

.85 

6.00 

6.76 

4.00 

6.00 

6.26 

4.60 

4.76 

1.50 

4.26 

4.76 

1.46 

1.50 

1.05 

1.40 

1.45 

1.30 

1.40 

1.46 

1.20 

i.id 

1.16 

1.10 

1.16 

1.00 

1.00 

.97%  1.10 

.95 

.95 

.96 

1.00 

.90 

6.00 

6.26 

5.50 

5.60 

1.00 

6.76 

6.00 

6.60 

1.00 

.90 

.90 

.87% 

.85 

.90 

.87% 

.85 

.90 

6.00 

5.60 

5.00 

6.26 

4.75 

5.00 

4.60 

4.75 

4.76 

. 

.85 

.66% 

.60 

.60 

2.76 

2.60 

62% 

.66 

.67% 

.90 


2.76  3.26 


.76 

.86 


.80 

1.00 


3.10  3.30 

.70  .76 

.90  .92% 

3.00  3.25 


.80  .86 
.86  1.06 
.97%  ...-- 


West  Coast 
Low  High 


1.40 

1.50 

1.30 

1.40 

1.20 

1.30 

1.10 

1.20 

1.20 

1.26 

1.00 

1.20 

1.00 

1.06 

.96 

1.10 

1.15 

1.20 

.82%  1.00 

.80 

.96 

6.00 

6.26 

4.60 

5.00 

4.50 

4.76 

1.35 

1.46 

1.30 

1.40 

1.20 

1.30 

1.10 

1.20 

.95 

1.10 

1.05 

1.10 

1.00 

1.10 

.90 

.96 

.85 

.95 

.86 

.95 

4.76 

6.00 

4.60 

4.76 

4.26 

4.75 

.95 

1.00 

.60 

.65 

.76  . 

.96  1.00 


3.10  3.30 


.86  1.10 

1.10  1.36 

3.60  4.35 
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SWEET  POTATOES 

Fey.,  No.  2,  Dry  Pack . 

No.  2%  . 

No.  3  . - 

No.  10  . 

Fey.,  No.  2  Syrup  Pack . 

No.  2%  . 

No.  3  . . 

No.  10  . 

TOMATOES 

Fancy.  No.  2 . 

No.  2%  . 

No.  3  . . . 

No.  10  . 

Ex.  Std.,  No.  1 . . 

No.  2  _ _ — 

No.  2%  . . 

No.  3  . . 

No.  10  . 

Std.,  No.  1 - 

No.  2  . 

No.  2%  . 

No.  3  . . . 

No.  10  . 

TOMATO  PUREE 

Std.,  No.  1,  Who.  St.  1.04. 

No.  10  . 

Std.,  No.  1,  Trim  1.036 . 

No.  10  . . . 

TOMATO  JUICE 

No.  1  . . . 

No.  303 . 

No.  2,  toll . . . 

No.  10  . — . 

TURNIP  GREENS 

No.  2  . . . 

No.  2%  . . 

No.  10  . . . 


Eastern 

Central 

West  Coast 

Low  Hisrh 

Low  High 

Low  High 

.70 

.80 

_  1.20 

.85 

.  1.60 

3.00 

3.00 

.76 

.76 

1.00 

1.00 

3.36 

3.50 

Solid  Pack 

.85 

1.00 

1.06 

1.10 

1.00  1.06 

1.10 

1.35 

1.25 

1.35 

1.35  . 

3.60 

4.26 

Tio 

4.25  4.36 

.60 

.46 

.47% 

.76  . 

.75 

.75 

.76 

.85 

.96 

1.05 

1.00 

1.10 

.97%  . 

3.15 

3.25 

3.26 

3.50 

3.10  . 

With  puree 

.40 

.47% 

.42% 

.66  .67% 

.60 

.67% 

.65 

.70 

.80  .82% 

.85 

.90 

.85 

1.02%  . 

.90 

1.00 

.97% 

2.90 

3.00 

2.76 

3.00 

3.10  3.20 

.42% 

.42% 

.46 

3.25 

3.26 

3.50 

3.25  3.40 

.40 

.40 

.42% 

.62%  . 

2.76 

2.86 

3.00 

3.00  3.16 

.46 

.76 

.80 

.56 

.85 

.80 

.76  .80 

2.75 

3.00 

2.90 

3.25 

2.75  3.00 

.76 

.70 

.76 

.96 

.96 

1.00 

3.36 

3.76 

3.26 

3.60 

CANNED  FRUITS— Continnad 

Eastern  Central 

Low  High  Low  Hish 


West  Coast 
Low  Hish 


FEARS 


Keifnr,  Std.,  No.  2% . . 

No.  10  . . 

1.36 

1.36  _ 

-  - 

— 

Nn.  in 

Bartlett,  Fancy,  No.  2% _ 

Choice,  No.  2%...... _ .............. 

Std.,  No.  2% . .  „ 

1.65 

1.37% 

1.90  . 

.  2.10 

.  1.86 

.  1.70 

2.16 

2.00 

1.80 

7.00 

6.50 

6.00 

4.26 

Choice,  No.  10 . 

Std  Nn.  in . 

.  6.16 

No.  10.  Water............„.„..... 

. 

.  4.26 

PINEAPPLE 

No.  1  Flat . 

No.  211  Cyl . 

No.  2  Tall . 

No.  2% . 

No.  10  in  Juice... 
No.  10  in  Syrup. 


F.  O.  B.  Honolulu 
Crushed  Sliced 
.80  .80 

.86  . 

1.27^4  1.421/^ 
1.70  1.70 

6.36  6.60 

6.76  6.00 


PINEAPPLE  JUICE 

Buffet  . 

No.  211  . 

No.  2  . 

No.  2%  . . 

46  oz . 

No.  10  _ _ 


RASPBERRIES 


Black,  Water,  No.  2 . . . 

No.  10  . 7.26 

Red,  Water,  No.  2 . 

No.  10  . 7.26 

Black,  Syrup,  No.  2 . 1.75 

Red.  Syrup,  No.  2 . .  . 


F.  O.  B.  Honolulu 


.47% 

.67% 

.80 

.96 

1.37% 

2.17% 

3.76 

4.50 

1.46 

1.60 

1.66 

7.50 

5.00 

6.00 

1.66 

7.60 

6.26 

5.50 

6.60 

1.40 

1.60 

1.80 

2.00 

2.10 

Canned  Fruits 


apples 

No.  10,  water . - .  2.75  .  . 

No.  10,  standard  heavy  pack....  2.90  3.00  . 

No.  10,  fancy  heavy  pack .  3.26  3.60  . 

APPLE  SAUCE 

No.  2  Fancy . 70  .80  .70 

No.  10  _  2.96  3.00  3.16 

No.  2  Std. . . . 66  .  . 

No.  10  - -  2.76  . 

APRICOTS 

No.  2%,  Fancy .  . 

No.  2%,  Choice .  . 

No.  2%.  Std .  . 

No.  10,  Fancy .  . 

No.  10,  Choice .  . 

No.  10.  Std .  . 

BLACKBERRIES 


2.90  3.00 

3!25  slso 


STRAWBERRIES 

Ex.  Prea.,  No.  1 . . 

No.  2  . . 

Pres.,  No.  1 . . 

No.  2  . . 

Std..  Water,  No.  10 . 


Canned  Fish 


1.96  2.00 

1.80  1.85 

1.40  1.45 

6.25  6.60 

6.00  6.20 

6.00  5.25 


BEHRING  ROE 

10  oz . . . . . 70  . 

No.  2.  19  oz .  1.26  . 

No.  2,  17  oz .  1.12Vi  1.26 


LOBSTER 
Flats,  1  lb.. 

lb . 

%  lb . 


StH  ,  No.  2 . 

1.00 

1.10 

OYSTERS 

Nn  a  . 

3.76 

4.00 

BLUEBERRIES 

No.  2  . . . . 

1.40 

1.60 

1.46 

1.60 

6  oz.  . . 

8  oz.  . . . 

10  oz . . 

No.  10  . . . . — 

CHERRIES 

SALMON 

Red  Sour  Pitted,  No.  2 . 

1.00 

1.00 

1.35 

1.40 

5.25 

2.16 

2.10 

1.80 

Red  Alaskas,  Tall,  No.  1 . . 

R.  A.  Fey.,  No.  2% . - 

Choice,  No.  2% . — 

Std.,  No.  2% . . 

2.05 

1.95 

1.75 

Flat,  No.  % . . 

Cohoes,  Tall,  No.  1 . . 

Flat.  No.  1 . 

Fey.,  No.  10 . 

Choice  No.  10 . 

Std.  No.  10 . 

FRUITS  FOR  SALAD 

Fey.,  No.  2% . . . . 

6.85 

6.45 

2.40 

7.00 

6.65 

6.00 

Pink.  Tall.  No.  1 _ 

Flat.  No.  % . . 

Sockeye  Flat,  No. 

No.  %  . .  - 

Chums,  Tall,  No.  1 . . 

No.  10  ....r. . 

7.60 

7.76 

GRAPEFRUIT  SECTIONS 

No!*  2 

No.  6  . — . 

GRAPEFRUIT  JUICE 

8  oz . . . 

No’.  300 
No.  2  .. 

46  oz . 

No.  6  .. 


Florida 

’."90  ".’95 


SHRIMP 


No.  1,  Small . 

No.  1,  Medium.. 
No.  1,  Laira. . 


SARDINES  (Domestic)  Per  Case 


%  Oil,  Key . 

. 

.  V4  Oil,  Keyless _ 

. 

%  Oil,  Tomato,  Carton..~ 

V*  Oil,  Carton . . . . 

_ 

4.00 

3.35 


GOOSEBERRIES 

Std.,  No.  2 . 

No.  10  _ 

PEACHES 

Y.  C.,  Fey.,  No.  2%.. 

Choice,  No.  2^ _ 

Std..  No.  2*4 _ 

Fey.  No.  10 . 

Choice,  No.  10 . . 

Std.,  No.  10 . 

Pie,  No.  10 . 

Water,  No.  10 . 


1.60 

1.36 

1.26 

4.90 
4.40 

3.90 
4.00 


1.36 

6.00 

1.60 

1.46 

1.30 

6.05 

4.60 

4.05 

4.25 

8.26 


%  Mustard,  Keyless...... 

Calif.  Oval  No.  1,  24’s.. 
Calif.  Oval  No.  1,  48’s.. 


4.35 

3.10 


TUNA  FISH.  Per  Case 


Fey.,  Yel.,  Is.  24’8.. 
Fey.,  Yel.,  Is.  48’s.. 

a: 

Lisrht  Meat,  Is.. 

iS 


1.05 


2.10 

2.20 


Southern  Northwest  Selects 


1.05  1.10 

2!’io 


1.10  1.20 

1.50  1.60 


2.25  2.36 

.  1.72% 

1.85  1.90 


1.46  1.65 


.  2.00 

1.35  1.40 

1.80  1.90 


Southern 
1.15  1.30 

1.20  1.36 

1.26  1.40 


3.90  4.15 
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MORRAL  CORN  HUSKER 
Either  Single  or  Double 

MORRAL  CORN  CUTTER 
Either  Single  or  Double  Cut 

MORRAL  COMBINATION 
CORN  CUTTER 
for  Whole  Crain  or  Cream  Style  Corn 

MORRAL  LABELING  MACHINE 
and  other  machinery 


Write  for  Catalogue  and  further  particulan 

MORRAL  BROTHERS,  Morral,  Ohio 


NEEDS 


WHEN  IlLkftlU  ARISE  FOR  ANY  KIND 

OF  EQUIPMENT,  ACCESSORIES  SUPPLIES  and  SUNDRIES 

Consult  Your  New  Langsenkamp  Catalog 

•  Lanssenkamp  is  headquarters  For  all  canning  plant  needs.  Stocks  oF  |||WHMM|||||nH 
many  types  oF  accessories  and  supplies  are  carried  Whenever  a  need 
arises  consult  your  copy  oF  the  new  Langsenkamp  Catalog  No.  38. 

Cross  index  in  back  will  direct  you  to  anything  you  are  looking  For  .  .  ^■^nny|T|3T|^H 

in  addition  to  major  equipment,  such  things  as  Blanching  Buckets;  Gal- 
vanized  Ware;  Buckets,  Dippers,  Measures;  Scoops,  Funnels,  etc.,  in 
monel,  stainless  Steel  and  other  materials;  Rubber  Hose;  Brass  Valves; 

Sanitary  Fittings;  Knives;  Thermometers  and  Temperature  Regulators,  and 

many  other  items.  _ 

F.  H.  LANGSENKAMP  CO. 

‘^‘•Efficiency  in  the  Canning  Plant”  INDIANAPOLIS,  IND. 


All  the  latest  data 

FORMULAE  -  COOKING  TIMES 
COOKING  TEMPERATURES 

are  included  in  the  6th  edition  of 

“A  Complete  Course  in  Canning” 


Price  $10.00 
order  your  copy  now. 


The  Canning  Trade 
SO  S.  Gay  Street 
Baltimore,  Md. 


WANTED  and  FOR  SALE 

In  the  numerous  changes  being  made  in  the  canning  factories 
throughout  the  country  there  is  probably  just  the  machine, 
supply  or  entire  factory,  that  you  want  Now’s  the  time  to 
pick  up  needed  used  machinery  at  a  price,  or  turn  idle  holdings 
into  cash.  Make  your  offer  or  list  your  needs  on  this  page  to 
accomplish  your  objective  quickly  at  very  little  cost.  The  rates — 
straight  reading,  no  display:  One  time,  per  line  40  cents,  four 
or  more  times,  per  line  30  cents,  minimum  charge  per  ad,  $1.00. 
Count  eight  average  words  to  the  line.  Count  initials,  numbers, 
etc.,  as  words:  Short  line  counts  as  full  line.  Use  a  box  number 
instead  of  your  name  if  you  like.  The  Canning  Trade,  20  S. 
Gay  Street,  Baltimore,  Maryland. 

FOR  SALE  — MACHINERY 

CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
Pumps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  (Jelivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 

FOR  SALE — Little  used  and  rebuilt  canning  machinery.  What 
have  you  to  sell  or  exchange  ?  A.  K.  Robins  &  Co.,  Inc., 
Baltimore,  Md. 

WANTED  — MACHINERY 

WANTED  FOR  USER — Retorts,  Stainless  Steel,  Monel,  Cop¬ 
per  or  Aluminum  Kettle  and  Vacuum  Pan;  Labeling  Machine; 
Filter  Press.  Address  Box  A-2389,  The  Canning  Trade. 

WANTED — One  twin  cylinder,  Sprague  Sells,  Berlin  or  Sin¬ 
clair  used  complete  pea  grader.  One  Sheboygan  Washer.  FOR 
SALE — 7,000  gallon  International  Water  Softener,  one  7,000 
gallon  wooden  storage  tank.  Address  Box  A-2393,  The  Canning 
Trade. 

WANTED — Closed  cooking  retorts,  40-inch  diameter  by  72- 
inch  depth,  with  or  without  temperature  control.  Quote  lowest 
price  and  full  description,  also  quantity  available.  Address  Box 
A-2395,  The  Canning  Trade. 

FOR  SALE  —  FACTORY 

FOR  SALE — Tomato  canning  factory.  Extra  floor  space  for 
other  machinery  if  desired.  Located  at  Fruitland,  Md.  on 
Route  13,  Salisbury  By-Pass.  Staton-Moore  Canning  Company, 
Fruitland,  Maryland. 

WANTED— CANNED  FOODS 

WANTED — Salvaged  Canned  Foods.  Will  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Address  Box  A-2334  c/o  The  Canning  Trade. 


[CANNING  MACHINERY 

FOR  THE 

DISCRIMINATING  BUYER 

Complete  plants  for 
Peas,  Corn,  Stringless  Beans,  Tomatoes, 
Citrus  Fruits,  Sea  Foods,  etc. 


Write  For  Catalog- 


i.  K.  ROBINS  &  CO.,  Inc., 


701  E.  LOMBARD  STREET. 
BALTIMORE.  MARYLAND 
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WHERE  TO  BUY  smile  awhile 

There  is  a  saving  grace  in  a  sense  of  humor 

-the  Machinery  and  SuppUes  you  need  and  the  leading  houses  that  Contributions  Welcomed 

supply  them.  Consult  the  advertisements  for  details. 


ADHESIVES 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 


BOOKS,  on  canning,  formulae,  etc. 

The  Canning  Trade,  Baltimore,  Md. 

CAN  MAKING  MACHINERY 

Cameron  Can  Machinery  Co.,  Chicago,  Ill. 

CANNED  FOODS 

Phillips  Packing  Co.,  Cambridge,  Md. 

Phillips  Sales  Co.,  Cambridge,  Md. 

CANNERY  SUPPLIES 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

CANNING  MACHINERY  AND  EQUIPMENT 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio 

E.  J.  Judge,  Alameda,  Calif. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

LaPorte  Mat  and  Mfg.  Co.,  LaPorte,  Ind. 

Morral  Bros.,  Morral,  Ohio 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

United  Company,  Westminster,  Md. 

Westminster  Machine  Works,  Westminster,  Md. 


The  widow  of  a  farmer  had  some  difficulty  with  her 
hens,  and  wrote  the  following  letter  to  the  Department 
of  Agriculture  in  Washington: 

“Something  is  wrong  with  my  chickens.  Every 
morning  I  find  two  or  three  lying  on  the  ground  cold 
and  stiff  with  their  feet  in  the  air.  Can  you  tell  me 
what  is  the  matter?” 

After  a  little  while  she  received  the  following  reply : 

“Dear  Madam:  Your  chickens  are  dead.” 

She :  I  do  so  love  to  be  in  the  country,  and  hear  the 
trees  whisper. 

He:  Yes,  that’s  all  right.  But  I  hate  to  hear  the 
grass  mown. 

Judge:  You  say  that  this  man  robbed  you — can 
you  recognize  anything  of  yours  here? 

Plaintiff:  Yes,  this  handkerchief. 

Judge:  But  that  is  no  proof — I  have  one  exactly 
like  it. 

Plaintiff:  Yes,  Your  Honor.  I  was  robbed  of  two. 

The  hired  man  on  a  New  England  farm  went  on  his 
first  trip  to  the  city.  He  returned  wearing  a  scarf  pin 
set  with  at  least  four  carats  bulk  of  radiance.  The 
jewelry  dazzled  the  village  belles  and  excited  the  envy 
of  the  other  men.  His  employer  bluntly  asked  if  it 
was  a  real  diamond. 

“Well,  if  it  ain’t,”  answered  the  hired  man,  “Fve 
been  skun  out  o’  six  bits.” 


CANS 

American  Can  Co.,  New  York  City 
Continental  Can  Co.,  New  York  City 
Crown  Can  Company,  Philadelphia,  Pa. 

Heekin  Can  Company,  Cincinnati,  Ohio 
National  Can  Corp.,  New  York  City 
Phillips  Can  Company,  Cambridge,  Md. 

INSURANCE 

Lansing  B.  Warner,  Inc.,  Chicago,  Ill. 

LABELS 

Gamse  Lithographing  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  &  Co.,  Chicago,  Ill. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

PEA  HULLERS  AND  VINERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Machine  Co.,  Kewaunee,  Wis. 


“I  wish  I  were  dead.” 

“What’s  the  matter?  Can’t  you  marry  her — or  did 
you?” 

A  steward,  going  into  a  man’s  stateroom  to  help 
him  get  dressed  as  he  had  been  very  seasick,  asked 
him  what  he  had  done  with  his  clothes. 

“I  put  them  in  that  little  closet  up  there  with  the 
round  hole  in  it,”  he  replied. 

“My  gosh!”  cried  the  steward  “that’s  a  porthole!’' 

Sport  Flyer  (having  his  plane  refueled) :  Will  this 
gas  last  long  ? 

Fuel  Salesman:  Will  it  last?  Say,  buddy,  no  one 
ever  came  back  for  a  second  tankful. 


SEED 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

Northrup,  King  &  Company,  Minneapolis,  Minn. 
Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 


SUGAR 

Com  Products  Sales  Co.,  New  York  City 


“Say,  your  dog  bit  me  on  the  ankle.” 

“Well,  that’s  as  high  as  he  could  reach.  You  wouldn’t 
expect  a  little  pup  like  that  to  bite  your  neck,  would 
you?” 

Scotchman’s  Wife  (two  weeks  after  the  wedding) : 
What  shall  we  have  for  dinner  tonight,  dear? 

Scotchman:  What!  Are  we  out  of  rice,  already? 
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A  Complete  Course  in  Canning 


Sixth  edition 


FOR  MANAGERS, 
SUPERINTENDENTS, 


BROKERS 


AND  BUYERS 


Size  6x9,  360  Pages  Beautifully  Bound. 
Stamped  in  Gold. 


360  pages  of  proven  pro¬ 
cedure  and  formulae  for 
everything  “Canable” 


All  the  newest  times  and  temperatures 
All  the  newest  and  latest  products 


•  Fruits  •  Vegetables  •  Meats  •  Milk  •  Soups 

•  Preserves  •  Pickles  •  Condiments  •  Juices 

•  Butters  •  Dry  Packs  (soaked)  •  Dog  Foods 
and  Specialties  in  minute  detail,  with  full  instruc¬ 
tions  from  the  growing  through  to  the  warehouse. 


Used  by  Food  Processors  to  check  times,  tem¬ 
peratures  and  RIGF^T  procedure  ...  by  Distri¬ 
butors  to  KNOW  canned  foods  ...  by  FHome 
Economists  to  TEACFJ  the  subject  of  food  pre¬ 
servation. 

For  sale  by  all  supply  houses  and  dealers  .  .  . 
or  direct.  Price  $10.  postpaid. 


Published  and  Copyrighted  By 

THE  CANNING  TRADE 

Since  1878 — The  Canned  Foods  Authority 
BALTIMORE,  20  South  Gay  Street.  MARYLAND 


The  breeding  and  growing  of  peas  for 
seed  is  a  business  in  which  we  have  spe¬ 
cialized  for  63  years.  That  experience  is 
worth  something.  It  is  back  of  every  bag 
of  seed  we  send  out,  and  is  your  assur¬ 
ance  of  quality. 

We  grow  peas  only  in  the  West  as  we 
have  found  through  actual  experiments 
that  the  soil  and  climatic  conditions  here 
are  best  suited  to  produce  Rogers 
Quality  Peas. 

"Ulood  "lelU" 


iBa® 


CHICAGO,  ILLINOIS 


For  all  the  better  varieties  of  PEAS, 
BEANS  &  SWEET  CORN  write 


308  W.  WASHINGTON  ST. 


